IM study shows how advertisers fumble inquiries 
Planning sessions solve distributor problems 

Color no ‘sure cure’ device to attract readers . . test 
12 years in ‘wrong media’ build Warner & Swasey 


Parker-Kalon screw campaign regains lost markets 


How to work with the press .. Quaker’s method 
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There hasn't been .. . such 
ACTIVITY.:: 
in the mining industry since 


THE GOLD RUSH 


Largest Expansion Program In The History of Mining Underway 


U. $. Metal and Non-Metallic Mining, 
Milling, Smelting and Refining Industry ¢ loa adesery nding 
m9 ni yi “ro The Canadian mining industry will 
aa teiaiicial splat spend some $700 million through 1955 
i | production of much 
Where some of the $2 billion will be spent whee! ar , —— 
’ S205 anion aluminum, cobalt, titanium and zinc. 
oa caegenp SRN 250 million 
opper ii 
Lead and zinc 150 oo 
Aluminum and magnesium 820 - ton 
Other metal and non-metallics. . . . 130 million 


———) 


$1,735 million 





This Expansion Program 
Means Sales 
for Manufacturers 


The increased demand for minerals, plus the 





More and more manufacturers are running a 
urgent need for getting lower operating costs consistent product advertising campaign in 
ENGINEERING AND MINING JOURNAL. They want 
to get their sales messages regularly to the 
widely scattered buying influences in the 
world-wide metal and non-metallic mining, 
milling, smelting and refining industry to 
help get their share of this expanding market. 


means extremely active expanded markets at 
home and abroad for many manufacturers 

. for machines, equipment and supplies 
which can help increase production or lower 
costs of mining and processing ores and 
minerals 


ENGINEERING AND 
MINING JOURNAL 





How T. R. Advertising 


OPERATES ALONE 


When purchasing is contemplated regardless of how it originates 

T. R. is consulted first for a complete, comprehensive picture of 

product sources. Thus T. R. Advertising operates when no other 
media is in evidence. 





ASK FOR THE ABC AUDIT 


... and for other data showing that in terms of Buyer Evaluation and in 

Purchasing Power and Volume, the use of T.R. is nearly exclusive in a 

major portion of all Plant and other Industrial Purchasing Power of the 

U. S.— and T. R. total is far in excess of any and all other such guides, 
all of free distribution. 











THE T. R. CLIENTELE IS NOT EFFECTIVELY REACHED BY 
ADVERTISING IN ANY OTHER GUIDE 


Inasmuch as T. R. provides all the data available in all other directories com- 
bined, plus thousands of pages not available from any other source, the T. R. 
Paid subscriber has no occasion to consult elsewhere. 


T. R. OFFERS MORE INQUIRIES* WITH GREATER SALES POTENTIAL 
THAN ANY OTHER MEDIUM IN THE INDUSTRIAL FIELD 


9,956 T. R. Advertisers stand as vital proof that product descriptive advertis- 
ing in T.R. is resultful. Check the 1952 Edition and make sure that your com- 
pany is adequately represented. 


The majority of T. R. inquiries are inquiries leading 


to sales and are direct from buyers. Iz Pays “7o th /, tis , 
7 Where Guyers Look for AAduertising... 


a5 THOMAS 
ae _ AEISTER 


ABC 96% PAID CIRCULATION 








THOMAS PUBLISHING COMPANY 
461 EIGHTH AVENUE ® NEW YORK 1, N. Y. 
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The Best Reason for Advertising 


in AMERICAN ARTISAN Today 


1947 ....... ++ + +|18 KEY DEALERS 





1949) (Lost 9 and Gained 10) - - | 19 KEY DEALERS 





1951 (Lost 11 and Gained 8) - - -| 16 KEY DEALERS 





1953 andafter ? 2? 2? 2? 2? 2? | HOW MANY? 








Three times — in the last five years — No manufacturer as yet has been able to KEEP 
AMERICAN ARTISAN'’s field research has intact his KEY dealer sales connections. But you can 
made a comprehensive study of the warm — and at reasonable cost — make a valiant effort 
air heating KEY* dealer situation in the same to retain them (while attracting new KEY deal- 
eighteen market areas. ers) by consistently advertising in AMERICAN 
ARTISAN — the market's NUMBER ONE business 
publication — ONLY 100% PAID book in the field. 


We found out a lot of things you should know — if 
you have a stake in this important field and want 
volume business .. . . Yes, the best reason for advertising in 
AMERICAN ARTISAN today is your company’s 
tomorrow! Write for the complete 18-city survey 


For instance, we found that there is a con- 
tinual shift in KEY dealer allegiance. Your KEY 


dealer today may be a competitor's tomorrow. His . better still have one of our Chicago, New 


York, Cleveland or Los Angeles representatives give 


KEY dealer today may be yours tomorrow — if you 
you The ARTISAN story first hand. 


make a bid for him. KEY dealers shut up shop or 
lose their grip —- aggressive new-comers take their 
place. The picture is always changing. 

Displayed above is what happened to one 
furnace manufacturer in these KEY cities from 
1947 to 1951. Where will this manufacturer be 
in '53, ‘55, '57 and after? 





*By KEY dealers we mean top producers those dealers who in 
ony community account for 80% or more of all available worm air 


sheet metal business. The ARTISAN reaches over 92% of them 


KEENEY PUBLISHING, ..6 N. micnhican, cHicaco 


AIR CONDITIONING HEADQUARTERS 
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200,000 times each month 











These Catalog 
Services Are Yours 
At Any Time 


Manufacturers of domestic engineer- 
ing products and their advertising 
agencies have full access to these 
Domestic Engineering Catalog Direc- 
tory services at all times, . . 


LAYOUT AND COPY SERVICE 


To help you make your catalog the 
complete answer to buyers’ ques- 
tions, DECD maintains o staff of ex- 
pert copywriters and layout artists, 
These men are catalog specialists 
end will work with you to produce 
a catalog thet measures up to the 
highest standards on correct informa- 
tion and/or attractive design. 


PRINTING AND BINDING 


You can drop your printing and bind- 
ing problems in our lap and forget 
them, You pay no premium for the 
best in typesetting, illustration, en- 
graving, printing and binding when 
you use DECD's vast resources in the 
graphic arts. Whether your catalog 
is one page or a hundred, you'll get 
the finest job. 


DISTRIBUTION SERVICE 


Here are really big savings for you! 
Your catalog in rage means no 
waste in distributi 

about whether your adiion will be 
in the hands of buyers at every buy- 
ing moment. The bulk purchasers of 
your products among wholesalers, 
consulting and specifying engineers, 
architects, contractors and dealers, 
as well as government agencies, will 
be seeing your catalog day-in, day- 
out. 


REPRINT SERVICE 


Here are more big savings for you. 
DECD year ‘round reprint service 
means you can order as many or 
as few catalogs for your own use as 
you wish—and order more at any 
time. If you want to make a change, 
you make it at slight cost, and we 
run off new copies for you. Think 
what this means in always having 
your catalog up to date! The Mid- 
Year Supplement to DECD gives you 
similar control over changes or addi- 
tions to your line so that buyers are 
up to the minute at all times on 
your products. 
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THEY'RE REACHING FOR YOUR 


WE ASKED JOBBERS AND WHOLESALERS, ARCHITECTS AND 
ENGINEERS, CONTRACTORS AND DEALERS, GOVERNMENT 
AGENCIES AND INDUSTRIAL PLANTS... 


‘‘How many of your employees use Domestic Engineering 
Catalog Directory?”’ 


The answers showed that the buyers and specifiers of your products 
in each organization receiving DECD use it for a total of more than 
200,000 references a month in the key buying and specifying offices 
of the industry. 

That's 200,000 times a month that buying and specifying hands 
reach for your product facts—reach, actually, for your products— 
buying them, specifying them, installing them, in new construction 
and remodeling of residential, commercial, institutional, and in- 
dustrial buildings. 





AVERAGE NUMBER OF BUYERS, SPECIFIERS AND EMPLOYEES IN EACH ESTABLISH- 
MENT WHO USE Domestic Engineering Catalog Directory. 


5 15 
JOBBERS——-WHOLESALERS 
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if you m engineering product—plumbing, heating, air con- 
ditioning, por sarannncl insulation, or appliance—and if you want that kind of 
attention to your catalog, put it into Domestic Engineering Catalog Directory, for 
30 years the daily meeting place of domestic engineering manufacturers and buyers. 














Want to know who is REALLY who in the 
domestic engineering field? 


Of the 508 manufacturers’ catalogs appear- = ee ure he ECD has issued a 
ing in the 1952 edition of Domestic Engi | D y 19 see ntaining the 
neering Catalog Directory, over 200 have a { f the manufacturers in the 1952 
been in it for a decade or lonaer. o” 4 ; 2 f DEC and the number of years 
. ae . have appeare n its pag 

The average length of time in DECD for 1 pages 
: : b bs heck it— the real 
all 508 manufacturers is 13.02 years— 


witdenc that D D i ian 5 for MARKING 30 YEARS OF CATALOG SERVICE 
ev de ° sd DEC ; s do ng a F “ TO THE FELD OF DOMESTIC ENGIN EEMING 


those manufacturers by getting the unfail- BY SO® LEADING MANUFACTURERS + + 
ing attention of the key buyers and speci- == == 


. you 
tt je and smaii, 
ve ¢ vere e day-in-day- 





It is no coincidence that the manufacturers it rou 3 buying and spe 
who have been in DECD for the longest sideration j heating, air 
periods of time are the best known firms : . nq, ' jeration, insulation, and 
n the business—the ones who enjoy a big NSSHNG EYES GNE FPOONOrs, nces ough the pages of Domestic 
share of the confidence of domestic en- mark 30 years of service by s ngineering Catalog Directory 


fying 





OCOMOTIVES 





in 
January 


1953 























RAILWAY 


"echanical and 
Electrical Engineer 


a new name for the publication 
that has served railway 
mechanical men for 120 years 


HERE’S WHY-—to help agencies and advertisers 
more readily define this field in terms of pr:-d- 
ucts rather than titles. Except for the naine, 
and modified changes to keep abreast of the 
trends, the publication remains the same suc- 
cessful service which railway mechanical men 
vote two to one as their first choice. 











THE FIELD served by LocomorivEs AND Cars is 

that part of the railroad business generally 

called the mechanical and electrical depart- 

oa aalaclalaaiatiadiiaiaaaia | ments. It covers shops as well as rolling stock. 

mt RAILROAD © | unitcast || — It spends some $2 billion annually. This is the 

ey | _— __ (ee |? field concerned with the design, construction, 

Se © operation, upkeep, repair, and replacement of 
locomotives and cars. 





THE PRODUCTS purchased for this field include 
locomotives, freight and passenger cars, as well 
as materials, all specialties, appliances, ma- 
chine tools, and other shop equipment used in 

+. the building, maintenance and repair of rail- 
| aoe way motive power and rolling stock. More than 
| Bes 100,000 different items are required to operate 
| be : and maintain the 20,000 diesel-electric loco- 
| 2 : motive units, the 800 electric and the 19,000 
steam locomotives, almost 2,000,000 freight 








Railway Mechanical and Electrical Engineer 


EF 
becomes 


train cars, 38,000 passenger train cars, 2,700 
shops and engine terminals. 


THE MEN who make the recommendations and 
decisions on these products include chief 
mechanical officers, superintendents of motive 
power and equipment, mechanical, electrical 
and shop engineers, division master mechanics, 
superintendents of shops, master car builders, 
division car foremen, and diesel supervisors. 
These men specify the materials, specialties 
and equipment, as well as the machine tools 
and supplies, used in shops. They are responsi- 
ble for securing maximum performance from 
the materials, specialties, and the tools they 
install. 


Their opinions and decisions are of vital im- 
portance to every manufacturer of car, loco- 
motive and railway shop products. Keeping 
mechanical and electrical officers informed and 
winning their acceptance paves the way for 
increased sales. 


THE PUBLICATION— LocomoTIVEs AND Cars’ 
editorial objectives will be essentially the same 


OMOTIVES 


“Qi 


as those which have guided Railway Mechan- 
ical and Electrical Engineer since 1832 —to 
keep readers abreast of practical developments 
and to provide a medium for the interchange 
of ideas on current problems. 


The long history of this publication traces di- 
rectly to The American Rail-Road Journal, 
founded in 1832 as “an advocate of internal 
improvements.” Since then the original Rail- 
Road Journal has borne the following names 
as it adapted itself to its times: 

1832—The American Rail-Road Journal 

1838—American Railroad Journal & Mechanics’ Magazine 

1845—American Railroad Journal and General Advertiser 

1887—Railroad and Engineering Journal 

1913—Mechanical Edition of Railway Age Gazette 

1916—Railway Mechanical Engineer 

1950—Railway Mechanical and Electrical Engineer 

1953—Locomotives and Cars 


No other publication is devoted exclusively and 
pinpointed to the specialized interests of the 
men responsible for the design, construction, 
re-building, operation, upkeep, and replace- 
ment of locomotives and cars. 








Design engineers need a continual 
flow of information—need to be re- 
minded of what your product can do 
for them. Help relieve them of their 
specification headaches and _ they'll 
reciprocate with volume business for you. 


Things happen when they see it in 


MACHINE DESIGN 


~ “7 vo 
The new 500-type teleph 


is of electrical and ele 
which the Design Engineer i 
the specification of parts 


and finishes. Photo courtesy the 


Laboratories 


More than 400 separate parts, components, materials and 
finishes are used in the 500-type telephone set. A few of 


them ore 


Coils Felt Parts Springs 

Screw Machine Parts Rubber Parts Wiring Devices 
Electrical Contacts Plastic Parts Terminal Blocks 
Bearings Capacitors Stampings 
Nome Plates Fasteners Magnets 
Armatures Grommets Magnet Wire 


Metol Base 








The book 70,000 design engineers read 
regularly for help in the selection and 
specification of parts, materials, com- 
ponents and finishes. More of these key 
men read MACHINE DESIGN than any 
other design publication... it’s one rea- 
son why you get a better return on your 
advertising investment than with any 
other publication serving the Design- 
Engineering Market. 


A Penton Publication, Penton Building 
Cleveland 13, Ohio 
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These Men Design, 
Purchase-Control 

the Required Products 
and Install 


Industrial Piping Jobs 


oil They are Paid Subscribers 
of HP&AC — the One Business 
Paper that Treats PIPING 


as a Major Editorial Subject 


Heating, PIPING & Air Conditioning —the very name of our 
publication implies the importance we continually place edi- 
torially on industrial piping. 

As a result, HP&AC attracts as paid subscribers the KEY men 
whose partial or entire responsibility lies with the transportation of 
liquids and gases through pipes as required by industry —in chemical 
plants, pharmaceuticals, food processing, steel, automotive, paper 
making, soaps, meat packing, etc. 


HP&AC has as paid subscribers the consulting engineers who plan 
and specify new piping systems . the plant engineers who supervise 
expansions and maintenance within their own organizations . . . the 
piping contractors who purchase and install the wide range of 
necessary products. 

Place HP&AC on your list to advertise ANY product needed 
in an industrial piping system, and you have chosen the ONE 
business paper which comes closest to giving you 100% coverage of 
the KEY consulting engineers, KEY plant engineers and KEY contractors 
who are most important to your sales. 

The Keeney representative nearest to your office welcomes the 
chance to explain to you in detail HP&AC's amazingly effective coverage. 


in Circulation. . 
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CONSULTING ENGINEER 


One or more HP&AC subscribers are a 
dominant influence on almost every 
industrial piping installation of 
consequence. 

Take, for instance, the process piping 
installation shown at right — where 
three KEY men had to be sold. 

Here the equipment was specified by 
a consulting engineer — 


i. 

x 

= ‘». 
Ry 
— 
PLANT ENGINEER 

subject to the approval of the plant 
engineer, and required products were 
purchased and installed by a piping 
contractor. That's the way new job. 
and major additions to existing sys- 
tems in large plants are usually 
handled. 
In iarge plants, piping maintenance is 
up to the plant engineer, who works 
either with plant employees or with 
a piping contractor. 
Large plants spend as much as a mil- 
lion a year or more on maintenance 
and expansions — having crews of 
100 or more of their own or contrac- 
tor’s men continually at work on their 
piping systems. 
When you consider the Her plants 
the picture changes. Smaller plants 


who may not employ a plant engineer 
frequently — 





‘ N 

PIPING CONTRACTOR 
look to the piping contractor for their 
entire piping needs — new systems, 
expansions, maintenance. 
By survey we find that each HP&AC 
contractor subscriber has on the aver- 
age sixteen regular industrial custom- 
ers for whom he selects the piping 
products required for the jobs he 
installs and maintains. 
Taken as a group these contractors 
service the industrial piping require- 
ments of over 50,000 plants. 


ear en 


¥ 
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PIPING LAYOUT FOR 


A CRACKING OR THERMAL DECOMPOSITION PROCESS 


LieUID pa 


~~ CRACKING p—y FURNACE | | 


GAS STORAGE F-1 


FUEL CONTROL VALVE 
RESPONSIVE TO TEMP 
x CATALYST 
F-2 CHAMBER 

















EXCHANGER 


STORAGE 


STAINLESS STEEL PIPE FOR 
HIGH PRESSURE AND TEMPERATURE 


RETURN REFINED PRODUCT 
TOWER 


F-10 


PIPING PRODUCTS NEEDED 
FOR THE INSTALLATION 


Centrifugal Pump 

Check Valves — Stainless 
Conduit and Fittings 
Elbows — Stainless Steel 
Float Control Valve 

Flow Controller 

Fuel Gas Regulating Valve 
Gas Compressor 

Gate Valves — Stainless 
Globe Valves — Stainless 
High Temperature Insulation 
Motors 

Motor Controls 

Stainless Steel Pipe 

Tank 

Tees — Stainless Steel 


Temperature Recorder and 
Controller 


85% Magnesia 
HP&AC Readers 
Were Responsible for 
This Piping Project 








KEENEY PUBLISHING COMPANY 


AIR CONDITIONING HEADQUARTERS 
6 North Michigan, Chicago 2 


Also Publishers of American Artisan for Residential Field 


NEW YORK: 1734 Grand Central Terminal 
CLEVELAND: 3734 Woodridge Rd., Cleveland Heights 


LOS ANGELES: 672 S. LaFayette Park Place 


to Readers... 








high 
HOME 


readership 
INCREASES 
THE IMPACT 


of your 


advertising 
message 


to the 


thousands of 
important 
ENGINEERING 


and 
OPERATING 


MEN 
who receive 


Chemical 
Engineering 
Progress 


each month 


Chemical 
Engineering 
Progress 


120 East 41st Street, New York 17, N. Y. 
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letters 


to the 


@ Address letters to 


Inquiry handling, follow-up 
is a continuing problem 


® TO THE EDITOR Your article in 
the June issue, “Five Wrong Ways 
to Handle Inquiries,” is of consider- 
able interest to me since it offers 
some really constructive help with 
what has been a continuing prob- 
selling ad- 


lem with us namely, 


vertisers on the proper handling 
and sales follow-up of advertising 
inquiries 

May we have permission to make 
reprints? Thanks very much, and 
congratulations on a very helpful 
job F. MORSE SMITH, vice-presi- 
dent in charge, Industrial 


ment News, New York 


Equip- 


Agrees with anonymous author, 
but “pill was sugar-coated”’ 


® TO THE EDITOR . . In reference to 
the article “An Advertising Man- 
ager says * in your April issue, 
I'll say ‘Not so!!” 

That is, I'll Say it to your com- 
mentators’ remarks you print along- 
And, I'll say it to 


you, too, when you try to form 


side the article 


reader opinion by such _ pointed 


Your 
You do your indus- 


commentary readers need 
this material 
try an injustice when you are afraid 
to give them a viewpoint they need, 
Why did 
you not publish someone's remarks 


Afraid too 


many clients of your agencies might 


without “sugar coating.” 


supporting the author? 


get smart’ 
But to the author, I'll say he 
speaks from experience. Mine too. 
Agencies are publisher's sales- 
men. They can serve the client 
but just like any good salesman 
Why do agencies try to “worm” into 


Editor 
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the unwary advertiser's confidence? 
The advertiser will learn in time, 
but in the meantime he will lose 
his trust in agencies, and he will 
pay. Usually, it is with someone 
else's money . . which explains why 
there are quite a group who are not 
too concerned. 
Agencies are okay . . just like any 
But good 
managers do not let 


good supplier salesmen 
advertising 
themselves be fooled by agencies, 
just as they don’t let any other 
salesman “fool” them. 

Should I cancel my subscription 
because of the “unfair” treatment? 
No! Your publication is a good 
“catalog” for an advertiser to have. 
But send my congratulations to the 
author of this article . . ADVERTISER. 

[The author, who requested anon- 
ymity, is president of an equipment 


manufacturing company . . ED.] 


Real test of advertising 
lies in inquiries, orders 


® 10 THE EDITOR . . We hear con- 
tinually from many different sources 
that the real test of industrial ad- 
vertising is whether the salesmen 
make any use of it. We are won- 
dering if this is so. How about the 
many (perhaps majority of) small 
manufacturers who do not have 
salesmen but sell through manu- 
facturers’ representatives, distribu- 
tors or agents .. whatever you wish 
to call them. 

In fact, some of these manufac- 
turers are not so small, either. We 
have several clients doing a gross 
business of $3,000,000 to $6,000,000 
per year who do not have any sales 
force whatever. 

These manufacturers do regular 
advertising in business papers to 





MAXIMUM 


COVERAGE OF 
OIL PRODUCING 
INDUSTRY 


BUYERS... 


The editorial content behind this masthead 
is read monthly by 93 of the men who buy 
or specify 98° of all equipment used in the 
oil producing business. 


This high readership . . . due to heavy 
emphasis on job help, “idea” articles, pre- 
sented in orderly sections for easy reading... 
means increased sales value from your adver- 
tising dollars. 


Here is the largest available paid sub- 
scriber coverage of men directly and -exclu- 
sively engaged in oil producing - +. more 
than 15,000 ABC. And over 7,000 of World 
Oils producing subscribers read no other oil 
paper, which means that almost half of the 
oil producing buyers and specifiers read 
World Oil exclusively. 


A 14 issue schedule in World Oil gives 
you complete, every issue coverage of this 
billion dollar oil producing market. 


ASK TO BE SHOWN WHO WORLD OIL 
READERS ARE, 


Ask your Gulf Publishing Company repre- 
sentative to show you WHO these readers, Authentic markets and sales data on 
with 98° of the producing industry buying where, how and who to sell in the billion 
power, are. dollar oil producing industry. 
Write today for latest World Oil Market 
Data Book. 3 


The ‘IDEA’? MAGAZINE of the Oil Producing Industry 


A SPECIALIZED PETROLEUM PUBLICATION OF 


GULF PUBLISHING COMPANY 


P. O. Box 2608 © Houston, Texas @® 
World's Largest Oil Industry Publishers 


OFFICES AT: NEW YORK, CHICAGO, CLEVELAND, TULSA, LOS ANGELES 





= Every ad is next to editorial, to catch 


the reader’s eye and to merge advertising 
-... product information with the reader’s absorbing 
i 


mterest in fact-packed articles about new materials, 
machinery and production methods. 


FACTS TELL THE STORY... 


USER BIG | 


AWeres the Right Combination of Advertising Values 


Over 25,000 circulation, 100% verified and re- 
quested. They receive METAL-WORKING be- 
cause they personally ask for it to help them in 
their jobs. 


Outstanding editors with 22 years publishing 
experience in the metal-working field, concen- 
trate their coverage on proved production ma- 
terials, methods and processes gathered from 
the field. 


and engineering men in key positions who buy 
and specify your type of products than any other 
metal-working magazine. 


For quick volume sales, reader-action spurs 
volume sales leads month after month. Buying- 
action follows quickly. 


7 METAL-WORKING reaches more production 





PRODUCTION IDEAS 


™ MORE SALES 


because Mlerane ORKING 
is Edited for 


Justaut Sales Action 


Hot sparks of reader interest jump from news of latest and 
most important production ideas to informative ads that 
offer the tools to put ideas to work. In METAL-WORKING, 
as in no other magazine in this expanding field, news and 
advertising go hand-in-hand because both are devoted to 
helping solve today’s production problems. You'll get proof 
in the response that we call “reader-action.” 


Hard-selling days are at hand in the vast metal-working market. Now is the 
time to dig for new customers and prospects. You get a headstart when you 
advertise in METAL-WORKING, the magazine that concentrates on pro- 
duction men and engineers—the men who concentrate on today’s big prob- 
lems, and today’s big buying. 

Write us for “The Metal-Working Story,” or ask your agency for details. 





August 1952 /18 





B... up your franchised dealers! 
Point them out with dynamic, colorful 
PF decals! On windows, doors, store 
interiors, PF decals identify your 
dealers . . . help you cash in on the 
pulling power of your national adver- 


Ans 


Mr. D. Cal, neve 
decal merchandiser, says: Nf 


BUILD GOOD WILL © 
AND SALES : 
WITH PF 
DEALER-SERVICE 
DECALS! 


tising. Remember, every type of PF 
decal — window decals, nameplate 
decals, product-decoration decals, 
decal valances — sticks to its job of 
turning impulses into sales! 


PF DECALS . . . your last link between advertising and the sale! 


Y art services, 
consultations 

and estimates 
without obligation 


Firm 


als City 


@eeeeeeeeneeneeeeeeeeeee 


Please send me your 
FREE BOOKLET ‘'DECAL-WAYS TO SALES!” 
with samples of PF decals. 


Address 


e 
. 
+ 
. 
e 
-_ 
® Name 
e 
e 
- 
= 
° 
. 


Dept. IM8 


Zone State 


PALM, FECHTELER & CO. 


220 WEST 42 STREET, NEW YORK 18 @ N. Y. 


Industrial Marketing 
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both wholesalers and retailers. They 
back it up with direct mail to the 
same customers and prospects, but 
their advertising is not followed up 
by any salesmen from the factory. 
Neither are they furnishing the 
wholesalers’ salesmen with any ad- 
vertising helps, as it is agreed they 
should. 

So we are wondering why the 
statement is made that the real test 
of advertising is whether the sales- 
men make use of it. We rather 
doubt this statement and feel that 
the real test of advertising is wheth- 
er it produces inquiries for the 
product or service, and ultimately 
produces orders. 

Are we right in this? . . RICHARD 
B. ELDRIDGE, president, Eldridge, Inc., 
Advertising Agency, Trenton. 


[Does anyone have an answer to 
give to Mr. Eldridge? . . Ep.] 


‘Good series of articles’ 


® TO THE EpDITOR . . In _ looking 
through back issues of your maga- 
zine, I noticed a very good series of 
articles by Howard G. Sawyer of 
the James Thomas Chirurg Co. The 
articles’ title is ‘How to Advertise to 
Business Men,” and it ran in 1948 
and 1949. It was mentioned that the 
series would be compiled in book 
form. Please send me the name of 
the publisher and the price for that 
book, if possible 

I have found your magazine, and 
in particular the “Copy Chasers” 
department, consistently interesting 
and informative . . R. R. DULANEY, 
Power & Condon Advertising, Chat- 
tanooga. 


[Plans for publishing this series are 
currently in the works . . Ep.] 


Sales expense statistics 
wanted for ‘yardstick’ 


® TO THE EDITOR . . For one of our 
clients, manufacturing electric 
brakes and clutches for machinery, 
we would like to get some statistics 
on sales expenses which could serve 
as a “yardstick,” or a basis of com- 
parison. 

Do you have, or could you refer 
us to a source for, any figures classi- 
fied by product or type of company 
which would be of any help? Also, 
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PUBLICATION OF THE AMERICAN SOCIETY OF TOOL GSyi= ENGINEERS 








Readers were asked: “WHERE DO YOU WANT IT?” 


HERE, it’s hard for him to 
concentrate. A production ex- 
ecutive is constantly being in- 
terrupted by telephones and 
important visitors. There are 
always “must” duties which 
get his priority. Even if he 
should be able to get through 
a magazine as far as your ad- 
vertisement, can you be sure 
he will give it the attention it 


deserves? 


BUT HERE, in the relaxed atmosphere of his home, he opens 
his TOOL ENGINEER and reads it through. Your advertisement, 
properly presented, will be read and acted upon by this man, 
a key factor in influencing purchases. 





88% OF PURCHASES of manu- 
facturing equipment and processes 
are initiated by the tool engineer in 
plants having over 5,000 employees. 
ABC CIRCULATION — over 20.,- 


000 members of the ASTE, key 


men in influencing purchases. 


ADVERTISING INCREASE — over 


50% gain in past six months. 





Publication of The American Society of Tool Engineers 
ASTE Building, 10700 Puritan Avenue, Detroit 21, Michigan 





from Washington 





Copper upsets the pessimists, 
goes off ‘most-critical’ list 


By Stanley E. Cohen Washington Editor 
® COPPER is coming back. A year 
ago, government prognosticators 
talked of a five to ten year short- 
age. And some experts predicted 
copper might never again be plenti- 
ful. 

But a few weeks ago, the govern- 
ment decided to let U.S. importers 
pay the world price for foreign cop- 
per. And presto . . copper is al- 
ready off the list of “most critical” 
materials. 

The progress has been so encour- 
aging that NPA is beginning to 
eliminate standardization and con- 
servation orders which prevented 
the use of copper and brass where 
substitutes were available. 

Copper and bronze can again be 
used in water meter parts, clocks 
and lighting fixtures. Most medium- 
sized non-defense firms can have 
75 or 100% of their 1950 quotas of 
copper. And even the big firms are 
getting better than 50°, compared 
with as little as 10 or 20% early in 
the year. 

Last fall’s dim copper outlook 
should not be blamed on the gov- 
ernment’s price policy. At the time 
the U.S. was refusing to pay more 
than 27.5¢ for foreign copper, the 
asking price ranged to 50¢ and bet- 
ter. 

By mid-year, however, world de- 
mand for copper . . much of it spec- 
ulative . . tapered off, and the world 
asking price finally fell to about 33¢ 
before the U.S. decided to go freely 
into the market. 


Ample Aluminum. . Aluminum is 
also off the “most critical” list, with 
supplies steadily improving. Barring 
unforeseen needs, NPA says, there 
will be ample for all defense and 
civilian needs. In fact, aluminum 
supplies are so good that the gov- 
ernment will take about 31,000,000 


pounds late this year to replenish 
supplies that were withdrawn from 
the national stockpile. 


No Decontrol for Steel? . . The 
knock down and drag out fight over 
steel work contracts may have set 
steel decontrol back until mid-1953, 
according to DPA Chief Henry 
Fowler. This may prove to be a 
pretty black guess, however. 

NPA and steel people have been 
meeting to figure out a plan for the 
orderly production and distribution 
of iron and steel products when 
work resumes. Preliminary feeling 
here is that two or three weeks will 
be required for re-scheduling orders 
before any new ones will be ac- 
cepted. Allotments for the fourth 
quarter will probably be restricted 
largely to taking care of advance al- 
lotments, because of the large carry- 
overs from the second and _ third 
quarters. 


Better Bidding . . General Serv- 
ices Administrator Jess Larson 
promises that business men are go- 
ing to get more information which 
will help them prepare bids on a 
wide variety of commercial products 
which GSA buys for the Federal 
government. 

This will be particularly true as 
to quantity. In the past, GSA has 
asked business men to bid on in- 
definite quantity contracts, with no 
assurance of the volume the govern- 
ment will purchase. Mr. Larson 
said GSA intends to give better 
estimates in the future of the 
amounts required. 


Yachting No Risk . . Officials of 
the Renegotiation Board have been 
instructed to be on the alert for at- 
tempts by contractors to charge 
against renegotiable business such 
inadmissable costs as the operation 
of yachts for personal use, enter- 


... OF millions of dollars worth 
of other materials and equipment 
for public works 


sell the public 
works engineers ! 


In the whole varied range of construction 
and maintenance jobs... on highways or 
waterworks...in garbage removal or 
street lighting, sewerage or airport work 
... the technical man responsible for the 
job is responsible for the materials and 
equipment bought, too. That's why you 
can sell more of anything used in the big 
municipal-county market, if you sell in 
PUBLIC WORKS Magazine. It solves on- 
the-job problems...at the top engi- 
neering level. And it's the only magazine 
edited especially for public works engi- 
neering officials. 


THE ENGINEERING AUTHORITY 
IN THE CITY, COUNTY, STATE FIELD 


310 East 45th Street, N.Y. 17 
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H elping Over \SLECTRICAL SOQUIPMENT 


MEW DEVELOPMENTS IN PRODUCTS PARTS MATEAIALS 


500 Companies 
to Sell 


ees COmmaenTs 








in 2 BIG High-Priority Markets 


*ELECTRICAL AND ELECTRONIC MANUFACTURERS, including 


manufacturers of electrical apparatus, equipment, and appliances: radio and electronic 
equipment and accessories; aircraft and electrical aviation equipment; shipbuilders; heavy 
machinery and machine toolbuilders. 


*INDUSTRIAL ELECTRICAL MARKETS 
ing integrated electrical departments; extractive industries (electrified mines, smelters, 
refineries, and converters); transportation companies [electric railways and airlines); 
large electrical contractors handling industrial work; motor repair and service shops; design, 
electrical, mechanical and consulting engineers. 


including industrial plants hav- 


= 
Wherever electrical and electronic equipment, components and 
supplies are designed, produced, specified, bought, installed, op- 
erated, maintained and repaired, ELECTRICAL EQUIPMENT 


leads in complete, penetrating and effective market coverage... 
. . . with These Sales-Stimulating Values 


1. 100°, VERIFIED AND REQUESTED CIRCULATION — Every copy of ELECTRICAL 
EQUIPMENT's circulation is on a request basis from active buying influences such 
as executives, engineers (design, development, specifying, electrical, mechanical 
production, plant, maintenance) and purchasing personnel. Every request-reader 
must certify that he wants ELECTRICAL EQUIPMENT, giving his name, title, com- 
pany, and address 


HIGH READER INTEREST — Thousands upon thousands of sales leads produced 
monthly prove active, continuing readership with DIRECT, TRACEABLE RETURNS 
from advertising dollars 

LARGE PASS-ALONG CIRCULATION — Averages 6.07 readers per copy, or 
»ver 200,000 readers per issue monthly 

EXCLUSIVELY 


product information 


WHAT'S NEW" — Editorial columns devoted entirely to new- 
Only publication of its kind serving the interests of all 
phases of the electrical industry, and the industrial electrical market 


LOW COST RETURNS A 1.9 unit in ELECTRICAL EQUIPMENT costs only $150 
per month or $525 per 4.9 unit (7x10) on a 12-time basis. Color accepted. 


If you have anything fo sell to the high-priority electrical markets 
today ... or want effective, economical help in locating customers 
and prospects for tomorrow, your advertising belongs in ELEC- 
TRICAL EQUIPMENT. Get the full story from your agency or write 
00... 


Published by 
SUTTON PUBLISHING 


NEW YORK 17, N. Y. COMPANY, INC. 


tainment of government officials, 
gifts to persons acting for the gov- 
ernment, payments to five percent- 
ers and excessive commissions to 
agents 

On the other hand, Renegotiation 
Board has adopted a regulation per- 
mitting brokers and manufacturers 
agents to claim compensation for 
unusual risk, where they are han- 
dling a volume of defense business 
which might result in saturation of 
their post-emergency market. 

The risk must be unusual how- 
ever, the board emphasizes, and not 
merely the risk of expanding the 
efforts of a sales organization with- 
out assurance of compensation. 

“Any risk incident to the per- 
formance of sales services on a con- 
tingent basis is one which is as- 
sumed by most sales organizations 
and, furthermore, is one which di- 
minishes with the increased volume 
of business resulting from the de- 
fense effort.” 


Basing Points Bottled . . Just as 
Congress prepared to adjourn, the 
House judiciary committee made an 
eleventh hour attempt to push 
through the so-called basing point 
bill, which has been pending on the 
Hill for the past half a dozen years. 

Designed to assure the legality of 
delivered price quotations, the bill 
had passed the Senate early last 
year, but was bottled up in the 
House committee. The last minute 
effort to rescue it from the pigeon- 
hole had all the earmarks of a “for 
the record” performance; and the 
bill never did reach a vote in the 
House 

On the other hand, retailers, who 
have also had pricing troubles un- 
der the anti-trust laws, put on a 
performance which put the sponsors 
of the basing point bill to shame. 
Despite the opposition of the Fed- 
eral Trade Commission and the De- 
partment of Justice, retailers pushed 
through legislation requiring dealers 
to respect fair trade prices of brand 
name goods 

Much to their surprise, President 
Truman who has made a point 
of vetoing any legislation weakening 
the anti-trust law . . signed the fair 
trade bill. 


Help for Tool Builders . . NPA is 
looking for a way to ease its con- 





trol over the machine tool industry. 
Certain tools are still very short. 
But many industry members report 
they are in a position to take on 
non-defense business. 

NPA is particularly anxious to 
help because machine tool people 
say foreign competitors are making 
heavy inroads on the overseas mar- 
ket. 

One of the big problems however, 
is the protection of some 60 com- 
panies which have heavy backlogs 
of orders for urgently needed de- 
fense tools. These companies could 
not handle unrated orders, and 
would lose their peacetime custom- 
ers. 


Garlicky Statement . . The whole 
import-export problem is becoming 
increasingly troublesome to the 
government. With many consumer 
goods markets tightening up at 
home, the Tariff Commission has 
been under heavy pressure to block 
the importing of goods shipped here 
from western Europe. 

But, industrial companies are as 
anxious as ever to sell outside the 
U.S., and these overseas customers 
must either earn dollars . . or get 
a subsidy from the U.S. taxpayer in 
one form or another. 

The issue came to a head late last 
month when the Tariff Commission 
recommended a levy on Italian gar- 
lic. 

Aware of the tremendous effort 
that has been made to help Italy get 
its economy back in order, President 
Truman vetoed the garlic tariff, and 
issued a blistering statement accus- 
ing the Tariff Commission of acting 
without any true understanding of 
international economic problems. 


Metals Sources Needed . . Inter- 
national trade is far from an aca- 
demic problem for the U.S., accord- 
ing to the President's Materials Pol- 
icy Committee, headed by William 
Paley, chairman of the Columbia 
Broadcasting System. The Commit- 
tee recently issued a heavily docu- 
mented study of requirements for 
the next 25 years, and concluded 
that the U.S. must find new overseas 
sources of supply for many common 
metals . . or face spiraling costs 
which may wipe out the traditional 
high standard of living. 


| 
| 
| 
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Want a BIGGER Share 


of Today's 2% Billion Dollar 
Business from 


20,000 


ELECTRICAL CONTRACTORS? 





Ont, ONE 


Contractors 


Bircrmea — 


Publication ——> 
Reaches Them_/// 


Over 200 advertisers are now getting fast 


buying action 


in Contractors’ Electrical 


Equipment BECAUSE: 


1. 


2. 


a 


4 
3 


It reaches more than twice as many electrical contractors as 
any other publication . . . including medium and small con- 


tractors doing 65% of the business. 
Verified circulation reaches over 20,000 contractors. 


CEE is edited exclusively. for electrical contractors, assuring 


high reader interest. 


Next-to reading matter positions for all advertising insures 


maximum visibility and instant buying action. 
More contacts by CEE mean more direct traceable sales 


leads — monthly average over 4000. 


If you want to sell MORE fo ALL electrical contractors, your 
advertising belongs in CEE. Start now by getting the whole 
story from your agency or writing to... 
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todays se 
Lmagtid 


S more and more products reach a stock situation, 


the need for direct, aggressive selling and advertising 
becomes more important. It was a practical approach 


during the “40's to spread your institutional advertising 
essage to a wide range of functional people, regardless 
is gone 


of their direct buying influence. That day 


oday vou must reach your most influential buyers the 


1 most economical way possible 


fastest and 
This can only be done by Pin Potnting” Your 


{devertising 
You can reach the most important plant operating men 


toda the Plant Engineers by “Pin Pointing’ 


our advertising in PLANT ENGINEERING, the only 
the Plant Engineering 


magazine edited exclusively for 
, process the key 


function. It seleets, by the “Pin Point 


buyer in all important plants in the Country. 


ling: problems 


= 


“Pin Point” Selection Develops a sound functional group 
of readers. PLANT ENGINEERING goes further than 


plant lists to provide a live penetrating audience. 


\ continuous program of mail questionnaires and 
personal calls provides detailed information regarding the 
physical plant and equipment, and . . . detailed lists of 
individual names of men and their job functions. 


Each individual must meet rigid standards of job 
function before he is considered as a potential reader 
for PLANT ENGINEERING. 

This is your assurance that when you advertise in 
PLANT ENGINEERING you are “Pin Pointing” your 
sales message to a select group of Plant Engineering 
men. Therefore, you buy only the functional coverage 


you need, 
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hore are five outstanding reasons for placing PLant ENGINEERING on 


your advertising schedule 


1, Reaches 32,100 pliant engineering men... more plant engineers than any other industry REMEMBER . . . Sell the Plant 
trade paper. Engineer and you've sold your 
product. 
2. Reaches over 24,000 key plants in the United States, which are responsible for pur- 
chasing 76% of the Country’s industrial plant equipment. 


3, Reaches more plants with 100 employees or over, than any other industrial plant For more detailed facts . . . call on 
operating paper. our District Manager for PLANT ENGI- 


NEERING's “‘Comparison Test.’ Tech- 
4. Pin Points your sales message to your number one buying influence of plant equipment nical Publishing Company, 110 South 


at the lowest cost per thousand. Dearborn St., Chicago 3, Ill. 
5. Guarantees editorial material in every issue of vital interest to all of its readers. 
These five statements cannot be duplicated by any other industrial plant 


magazine. Compare PLant ENGINEERING with any other industrial magazine 


on these five points. 














How 
Big: 


The Latin American Petroleum In 
justry produces % and refines 4 
as much oil as the United States 

Over 60% of all drilling rigs out- 
side the Ll S. operate in Latin 
America, and it 1s the most active 
foreign Pipe Line Market in the 
world 

In all respects, the Latin 
American industry ranks 
second to the United 
States 





























How 
Small: 


Twelve full pages of advertising 
in Petroleo  Interamericano cost 
$1920.00 six pages $1080.00 — 
three pages $600.00 


This space can be reproduced into 

italogs or trade literature (already 

translated) for a very 
nominal sun 
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individually sell a 
ollectively torn 

We reprint 
booklets at cost 
with = publicatior 
not requiring cxtra fF 

Advertising 
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PETROLEO 
INTERAMERICANO 
211 SO. CHEYENNE 

TULSA, OKLA. 

















NY 


problems 


in Industrial Marketing 


Persistent follow-up method 
helps turn inquiries into sales 


that plagues 
departments. 
agency, we 
pretty fair ad 


ve 


ty advertising 

yolume of inquiries 

means a problem. The problem 
igly head when few, if any, of 


nes result in saies 


® AS LONG as salesmen remain hu- 
man beings, this problem is apt to 
exist in varying degrees. Here, 
however, are some suggestions that 
will help the industrial advertising 
manager partially solve the problem. 

First, be sure the inquiries you 
forward to your salesmen are 
worth while. Don’t send your men 
on wild goose chases. If they waste 
two or three hours running down 
a student seeking information for a 
term paper or if they end up in 
the basement of the neighborhood 
handyman who is a nice guy, but 
couldn't and wouldn't buy your 
product in 500 years they're not 
likely to be deliriously happy about 
the quality of inquiries your adver- 
tising generates. 

So, take the time and trouble to 
edit your inquiries. Send out only 
high quality inquiries for follow- 
This doesn't 
mean that the student working on 


up by your salesmen 


his term paper, or the neighborhood 
handyman should be ignored. These 
people have taken the time and 


effort to make an inquiry . . and 
they certainly deserve a courteous 
answer. So, answer them with a 
well written form letter, accom- 
panied by suitable descriptive liter- 
ature. 

Second, after you’re sure only 
high quality inquiries are reaching 
your salesmen, set up a salesmen 
follow-up system. 

Many people say that you just 
can’t check salesmen effectively 
that they’ll resent it, and won't co- 
operate. Perhaps so, but quite a 
few companies are doing it with no 
ill effects. 

Here’s a system used by a mid- 
western manufacturer selling exclu- 
sively through distributors. Dis- 
tributor salesmen are cooperating 
almost 100%: 

Class “A” inquiries receive a 
typewritten acknowledgment letter. 
These letters vary, of course, de- 
pending on the nature of the in- 
quiry. But. . they all mention the 
name of the distributor in the pros- 
pect’s area. 

When this letter is typed, four 
carbon copies are made (the last 
one may be a little dim, but it'll 
be readable). On the back of the 
sheets used for carbon copies, a 
“Distributor’s Call Report Form” 
is printed. 

Two of the four carbons (with 
the call report form on the reverse 
side) are immediately mailed to the 
distributor. A simple printed card 
accompanies the two carbons, call- 
ing the distributor's attention to the 
report form on the back of the let- 
ter, and asking his cooperation in 
filling one out, and returning it after 
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Yes, a nation-wide sales and service organi- 
zation can be a mighty important factor in 
winning new and holding old customers. That 
is why more and more leading manufacturers, 
like Austin-Western, are listing local distribu- 
tors beside their display advertising in CON- 
TRACTORS AND ENGINEERS MONTHLY. Such 
listings are proof positive to the fast-moving ei 
construction industry that service and sales — Contractors «2/7 
help is readily available wherever a contrac- — Engineers Monthly 


tor may jump for a job. 


Only CONTRACTORS AND ENGINEERS 
MONTHLY of the national construction maga- 
zines can offer from 10 to 26 column inches of 
space for dealer listings on the same page with 
7x10 or larger display copy. Distributor good- 
will and sales-producing inquiries at the local 
level more than repay the manufacturer for the 
slight additional space cost. 


Further details and tear sheets of dealer list- 
ing ads run by such outfits as Euclid, Detroit 
Diesel Engine Division of General Motors, 
Cleaver-Brooks, Austin-Western, and Barco are 
yours for the asking. Now is the time to take 
advantage of this new dimension in construc- 
tion advertising. 





420 Leader Bldg. 1719 Daily News Bldg. 2238 Ben Lomond Drive 
Cleveland 14, Ohio Chi@ago 6, Ill. Los Angeles 27, Calif. 
Phone: Cherry 1-1755 Phone: Central 6-2853 Phone: Normandy 3-2636 





A Sales Tip for You... 


Make Customers 


Catalog Covers 
Proposal Covers 
Easel Presentations 


NAME 
COMPANY 
ADDRESS 
CITY 


24 / Industrial } 
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MAIL THIS COUPON TODAY 


THE HEINN COMPANY 
322 W. Florida St., Milwaukee 4, Wis. 


Information, please. 
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Price and Parts Books 


Acetate Envelopes 
Salesmen’s Binders 


USE Your 
Catalogs 


Show your trademark 


or slogan in three- 
dimensional Heinn 
cover effects that 
invite reading of the 
effectively arranged 
loose-leaf material in- 
side. Your cover copy 
becomes the strongest 
ad you’ve ever had—a 
permanent selling 
force right in the 
buyer’s office. This is 
one important Heinn 
advantage America’s 
industrial leaders 
enjoy ...at the lowest 
operational cost per 
unit per year! 


Sales and Instruction 

Manuals 

Plastic Tab Indexes 
] Sales-Pacs 


TITLE 


* 
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his contact with the prospect. The 
second carbon is for the distributor’s 
permanent use, and may be retained 
in his files. 

The “Report Form” calls for a 
minimum of information. Salesmen 
can complete the form in about 90 
seconds. Here’s how it reads: 


After contacting the prospect listed on the 


reverse side of this form, please report re- 
sults of your call below: 


Prospect was contacted on 
(date) by: 


| personal cail 
telephone 
letter 


The next section of the form pro- 
vides space for reporting the results 
of the contact. The distributors’ 
salesmen are asked to check one of 
the boxes below: 


Completed sales of 


Selling price, $ 


Good chance for later sale. 
Prospect worth follow-up. 
Prospect not interested. 


At the bottom of the form, a space 
is provided for “Other comments” 
and the salesman’s signature. 

The third and fourth carbons of 
the inquiry letters with 
the report forms on the back, are 
filed by the advertising department. 
If, at the end of a specified period, 
the distributor or his salesman has 
not reported, the third letter is sent 
with a brief note asking that the 
report be mailed as soon as possible. 

If the third carbon doesn’t jar him 
loose, he receives still a fourth one, 
accompanied by a specially dictated 
letter over top management's signa- 
ture. 


response 


Bernard O. Erf . . formerly 


Industry & Power. . ©! 


estabusned 


ka and the upper 
ide B. Carter, 
ng Co., Chi- 
in this area. 





MORE REFINERY MEN 


PAY TO READ 


REFINER 
THAN ANY OTHER 
OIL PAPER 


and that’s why your product story will have 
maximum coverage of the giant refining 
market when you advertise in Petroleum 


Refiner. 


Total paid circulation now tops 10,000. 
And the 8000 paid subscribers engaged 
directly and exclusively in refining, petro- 
chemical and natural gasoline processing 
are key men in companies accounting for 
better than 98% of all refining industry 
purchasing. 


Hard hitting editorial impact .. . with 
greater engineering-operating content. . . 
has heen responsible for Petroleum Refin- 
er’s steady circulation growth .. . a 32.50 
increase in the last five years... and for 
30 years of publication leadership in the 
Refining Industry. 


4 12 issue schedule in Petroleum 
Refiner gives you complete, every issue 
coverage of the billion dollar refining, 
petrochemical and natural gasoline indus- 
try ... and means increased sales value 
from your advertising dollars. 


INE 


pETRO- 


ATURN enum 5 ANAGEMENT 
10 


en 


Authentic markets and sales data on 
where, how and who to sell in the billion 
dollar refining industry. 


Write today for latest Petroleum Refiner 
Market Data Booklet. 


A SPECIALIZED PETROLEUM PUBLICATION OF 


GULF PUBLISHING COMPANY 


@ 


P. O. Box 2608 © Houston, Texas 


SE World's Largest Oil Industry Publishers 


OFFICES AT: NEW YORK, CHICAGO, CLEVELAND, TULSA, LOS ANGELES 
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NEWS - 


of industrial sales and advertising 


Industrial products in S. S. 
United States pushed by 18 


advertisers in ship debut 


® NEW YORK More than 18 in- 
dustrial advertisers climbed aboard 
superliner, S.S. United 
States, on the occasion of the ship's 
debut in New York harbor and its 
Atlantic, 


shares in the 


the new 


maiden voyage across the 
to Claim various 
achievement. Product tie-ins with 
the liner’s safety, size and record- 
breaking performance appeared in 
space advertising in New York 
newspapers, general consumer pub- 
lications, business papers, and even 
television 

Shortly after the United States 
had shattered the old mark for At- 
lantic crossings, Westinghouse Corp., 
Pittsburgh, broke into its nation- 
wide TV coverage of the Republican 
National Convention to make a spot 
announcement concerning Westing- 
house equipment aboard the United 
States which contributed to its rec- 
ord speed. And prior to the actual 
run, ads of sixteen companies were 
counted in a single edition of the 
New York Times. Largest space 
buyers included York Corp., York, 
Pa.; General Electric Co., Schenec- 
tady; and Raytheon Mfg. Co., Wal- 
tham, Mass., who took credit for 
the ship's air conditioning, turbine 
generators, and radar equipment 

Among other companies which ran 
tie-in advertising either in news- 
publications were 
Great Neck, 
Babcock & 


boiler design; 


papers or trade 
Sperry Gyroscope Co., 
N.Y... gyro-compass;: 
Wilcox, New York, 
Republic Rubber Div., Lee Rubber 
& Tire Corp., 
hose; Newport News Shipbuilding 
& Dry Dock Co., Newport News, 
Va., construction; Red Hand Com- 
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Youngstown, O., fire 


New York, paint; 


positions Co., Inc., 


Esso Standard Oil Co.. New York, 


bunker fuel; Scovill Mfg. Co.. Wa- 


terbury, Mass., condenser tubes 


General Steel Castings, Granite 
City, Ill, castings; Erie Forge « 
Steel Corp., Erie, Pa., portion of the 


main propulsion — shafting; Parr 








Here’s why 


Readers GS lay A orger 


with each issue of PIT AND QUARRY 





They get more value and ideas out of each copy of PIT AND QUARRY. 
They buy it strictly on editorial merit—and at the highest subscription 
price in the field. More of the top men spend more money for subscrip- 
tions to PIT AND QUARRY than for any other publication in these 


industries . . . AND HERE’S WHY: 


EDITORIAL — Covers important developments of all 
kinds, pointing out trends, interpreting government 
actions, warning of dangers, advising on actions, etc. 


NEWS — Covers wide range of subjects — news of new 
companies, government reports, men in the industries. 


WASHINGTON NEWS LETTER — Written by a top- 
flight professional — industrial and labor economist — 
who has his finger on the pulse of national affairs. Inter- 
prets events as they affect these industries. 


COMING EVENTS —A complete list of conventions 
and meetings for months ahead. 


CEMENT PRODUCTION CHART — Latest official fig- 
ures on production and other important information. 


LIME PRODUCTION CHART — Latest official figures 
on lime production. 


30 YEARS IN PIT AND QUARRY — A popular fea- 
ture that brings back memories to the older generation, 
and of real interest and value to newer men in the 
industries. 





NEW MACHINERY AND EQUIPMENT — Describes 
new developments in machinery and equipment used by 
these industries. 


MORE INFORMATION PLEASE — Describes manufac- 
turers’ literature. Listed so that readers can quickly and 
easily get information via an attached postcard. 


SCREENINGS — Plays up the humorous side of these 
industries with a touch that can only come through wide 
familiarity with their problems and practices. 


PERSONAL MENTION — Important news about indi- 
viduals in these industries. 


TRADE NOTES — News of manufacturers selling to the 
non-metallic minerals industries, and persons connected 
with them. 


LEGAL DECISIONS — Selected legal decisions — writ- 
ten by a lawyer who specializes in legal cases in these 
industries. 


TRAFFIC NEWS — Latest complete traffic information 
on the products of these industries. 


Quality Editorial builds high readership for Advertisers 
That’s why PIT AND QUARRY is Fexst cu the Field 


First in Quality Circulation 


First in Advertising Volume—13 consecutive years 


First in Editorial Quality 
First in total Editorial pages 
First in Mail Subscriptions 
First in Classified Advertising 


Highest subscription price 











HOW 
TO SELL 


THIS = 
AMWESIBLE | 
CUSTOMER! / 


The secrecy that surrounds new processes and products in 
the chemical and process industries hides a select group of 
key men who specify and buy — “working level men” your 


best salesmen seldom see 


16,000* copies get 
through to these key behind-the-scenes men—technical direc- 
tors, chief chemists, research and development men, etc. They 
and their thousands* * of associates—use CMC the year round 
as their detailed buying and specifying guide. CMC is the 
ONLY source of complete information on commercially 
available chemicals and raw materials. Your sales literature, 
cataloged in CMC, reaches more than 10,000 plants that 
make up this potent market at low cost—with no waste. 


Be sure you have the /atest process industries 
marketing facts while working on your 1953 
budget. Call or write your Reinhold Catalog 


representative for complete data now 


*Guaranteed distribution, 1952-53 edition, 16,000. 
**Records show an average of 5 users per copy. 


For 
Chemicals 
and Raw 
Materials 


CHEMICAL MATERIALS CATALOG 


REINHOLD PUBLISHING CORPORATION, 330 W. 42nd ST., NEW YORK 36, N. Y. 


Chicago * Cleveland * Buffalo * San Francisco * Los Angeles * Seattle * Dallas 


(a) NEWS 


Paint & Color Co., Cleveland, elastic 
metallic compound for water-tight 
joints; C-O-Two Fire Equipment 
Co., Newark, fire extinguishing and 
detecting equipment; Pittsburgh 
Corning Corp., Pittsburgh, insula- 
tion; Electro Dynamic Div., General 
Dynamics Corp., Bayonne, NWJ., 
auxiliary power installations; and 
Socony-Vacuum Oil Co., Inc., New 
York, lubrication. 


"Suan ON IT, BROTHER — COMFORT 1S 
SOMETHING WE CAN BOTH aGRgE ON” 


14 was fun by 


Manufacturers fall down in 





training sal says ag Y 


® PHILADELPHIA . . The weakest link 
of all factors that move merchandise 
is sales training. 

That assertion, made by “Results,” 
bi-monthly publication of John 
Falkner Arndt & Co., Philadelphia, 
was aimed at manufacturers as well 
as at retail outlets. Said the article: 

“Sales training is the greatest sin- 
gle area for improvement if Amer- 
ican business is to continue at the 
rate of sales expansion marked by 
the past 50 years.” 

The publication presented a check- 
list for manufacturers to measure 
the areas where need for sales 
training exists in their own organ- 





izations, consisting of the following 
six questions: 

1. Do you show your sales repre- 
sentative each product and how it 
is made? 

2. Is the salesman briefed on the 
competitive products, and how to 
sell without knocking them? 

3. Is he supplied with case his- 
tories of how successful sales repre- 
sentatives or distributors have sold 
or promoted the product? 

4. Does he know the major buy- 
ing groups in his territory? 

5. Is he provided with a complete 
schedule of his company’s ads, 
proofs, samples of merchandising 
aids, advance notice of magazine 
editorials? 

6. Is he supplied with literature, 
movies, and slides for training re- 
tailers on how to sell his product? 


REPUBLICAN 
om 


Convention High Spot. . Promotion 
feat of Automatic Transportation Co., Chi 
cago, was loan of lift truck to National 
Broadcasting Co. for television coverage of 
Democratic and Republican conventions. 
Truck ad camera for crowd shots and 


lose-ups and interviews 


Cheaper color illustration 
method en way, says Kodak 


™ CLEVELAND . . A new system of 
offset lithography offers promise of 
cheaper full color printing, Henry G. 
Staehle, research associate, Kodak 
Research Laboratories, Rochester, 
N. Y., told members of the Technical 
Association of the Graphic Arts 
meeting in Cleveland. 

Still in experimental stages, the 
printing system being worked out 
by Kodak is designed especially for 


C] Boss, [J Client 


(A sales-minded adman) 























process industries plants for one full year! 


CHEMICAL ENGINEERING CATALOG provides sales value that chal- 
lenges comparison. Published by Reinhold, used in the process industries 
for 37 years, CEC is the traditional working encyclopedia. It is consulted 
in confidence by technical teams who “write in” specifications but seldom 
“write out” for product facts. 


In CEC your detailed product story, together with those supplied by over 
500 other companies, is put and kept before 19,500 specifiers in over 13,000 
Dun & Bradstreet company-rated plants. No waste circulation. No important 
process industries plants overlooked. 


The cost is amazingly small. For example: Reinhold will prepare (if you 
wish ), print, distribute and promote the use of your 8-page 2-color catalog 
unit for only 1244 each. A 12-page two-color catalog costs only 17!4c each. 
Larger or smaller catalog units at comparable low rates. To sell the process 
industries economically, efficiently, surely, talk with your Reinhold Catalog 
representative now. 


*Records show an average of fie users per copy. 


For equipment, 


engineering SeFVICeS, 


CATALOG” 


materials of 
construction 
REINHOLD PUBLISHING CORPORATION, 330 W. 42nd ST., NEW YORK 36, WN. Y. 


Chicago * Cleveland * Buffalo * San Francisco * Los Angeles * Seattle 
Dallas * Denver 
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ohat kind. of a handotrake is thats ? 


t in the shop” a man with grease on his hands 
often wants to shake hands with another whose 
hands are clean. This 1s how it's done. It often 
happens to MODERN MACHINE SHOP editors 
and writers out in the shop, gathering details for 


MODERN MACHINE SHOP cquipment- and 


Process-IN-use Storics 


Like its stat, MODERN MACHINE SHOP itself 
if t/ b>’ MODERN MACHINE 
SHOP articles have an authentic, practical view 


point which makes them preferred reading for 
production executives. Slanted to the same audience 
are regular features like “Modern Equipment at 
Work, Ideas trom Readers News of the In- 


id “New Shop Equipment.” 


These production executives have many titles... 


plant managers, works managers, master mechan- 


ics, superintendents, general foremen and others. 


They have one function in common. They pur- 


chase, specify, recommend or influence the buying 


of equipment and supplies for their plants. 


With over 40,000 circulation, MODERN MA- 
CHINE SHOP reaches more of these important 
buying factors than any other publication in the 
metalworking field. As a matter of fact, MODERN 
MACHINE SHOP'S ‘'plant circulation,’ 28,000 
individual plants receiving one or more copies, is 
larger than the total circulation of most metal- 


working publications! 


Put your advertising in ‘work clothes” and send 
it ‘out in the shop” with MODERN MACHINE 
SHOP. Get maximum readership, maximum re- 
sults in the magazine both readers and advertisers 


trust. 


SODERN MACHINE SHOP 


431 MAIN STREET 


CINCINNATI 2, OHIO 





Coming!....... GYanuary 1958 


APPLIANCE 
MANUFACTURER 


... the dynamic new magazine 
for the men who make the man- 
agement, design, production and 
purchasing decisions in America’s 
fastest growing industry — Home 
Appliances. 


Here for the first time this great 
mass production industry—manu- 
facturers of electric, gas and oil 
| appliances—will be served by its 
own specialized publication. 


If you want to tap the massive purchasing power which feeds today’s 
streamlined production of home appliances you will want to know more 
about APPLIANCE MANUFACTURER. 


Get all the facts NOW! Write for complete details regarding 
this multiple market for materials and components. Learn about 
the carefully planned editorial program—broad functional circu- 
lation coverage—striking format and quality reproduction—and 
advertising rates. 


For complete details write 


APPLIANCE MANUFACTURER 


201 N. WELLS ST., CHICAGO 6, ILL. 
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for the MEMBERSHIP 
ROSTER (OCTOBER) 
ISSUE OF 


Ceramic Bulletin 


Your sales message in the Mem- 
bership Roster Issue of Ceramic 
Bulletin will stay before the 
*4200 members of the Ameri- 
can Ceramic Society month after 
month. Because each member 
of the Society is listed (his name 
and address), the issue serves 
as a personnel directory to all 
members. 

Throughout the year this big is- 
sue will be referred to many 
times by each Society member. 
Whaot better place to plant your 
sales message for constant, 
year-’round readership! 

Plan now to advertise in this 
big, annual issue for multiple 
reader impact! 


Gates Close Sept. 21! 


*5600 copies are being mailed to members 
and subscribers 


eramic 
ulletin 


~ 
. 
e 
. 


CERAMIC BULLETIN 


The American Ceramic Society Bulletin 
2525 NORTH HIGH STREET, COLUMBUS, 
On!IO 
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@ 1 
yale 
short press runs of from 1,000 to 
5,000 copies. Said Mr. Staehle: 
“With conventional color printing 
methods, plate making and press 
operation costs are so high that they 
prohibitive for short 
press Kodak’s new 
would make color available to many 
medical 


are normally 
runs system 
publications in scientific, 
and similar fields where color illus- 
trations are very important, but 
where short press runs of only a few 
thousand copies are the rule.” 
Principal factor in reducing cost 
is standardization of the various 
steps in the process, Mr. Staehle ex- 
The process is based upon 


Kodachrome slides. 


plained. 
use of 35mm 
All color correction is achieved pho- 
tographically, without handwork at 
any stage of the process. Printing 
is done in three colors with special 
inks, instead of the usual four, with 
266-line halftones, in contrast to the 
120 or 133-line halftones of most 
printing 

Most of the color illustrations are 
printed on a small, simplified offset 
press, but the techniques were said 
to be applicable to larger press op- 
ration. All registration, Mr. Staehle 
added, is achieved automatically by 
methods, with 


purely mechanical 


Cake-cutting . . 


the exception of a final small ad- 
justment on the press. Printing is 
done with the company’s experi- 
mental Ektalith acetate 
plate for offset lithography. 


cellulose 


Urge graphic arts center 
for Columbia University 


® NEW yYoRK .. Proposals to create 
a permanent graphic arts center at 
Columbia University, for training 
and research purposes, were con- 
tained in a booklet published by The 
Friends of the Libraries of Colum- 
bia University, entitled, “A Graphic 
Arts Center in the Making.” 

The center would make available 
to the graphic arts industries the 
university's extensive printing, 
typographical, book arts and pho- 
tographic collection, in addition to 
its educational resources. 

Leaders in the graphic arts field, 
including Thomas Roy Jones, chair- 
man of the board, American Type 
Founders, Elizabeth, N. J., and 
Walter Dorwin Teague, president, 
American Institute of Graphic Arts, 
New York, have publicly urged the 
value of such a center as a training 
ground for personnel, as well as a 
source for new business techniques, 
industrial designs, advertising and 
promotional approaches and mer- 


chandising methods 
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The magazine of the men who manage, operate 





and buy for the metalworking industry... 





STEEL © Penton Building @ Cleveland 13, Ohio — Am PENTON PUBLICATION 





There's a 


Type Face 


4 ~ for Everybody 


_- q AS 
¥, 


Now DOM DIAGONAL... Sister to DOM CASUAL 


The Doms are remarkably compatible with other 


The addition of Dom Diagonal to the ATF family 


will help you flag down more eyes more times. Ad- ATF favorites, relieving the severity of some, invig- 
vertisers and printers express the same enthusiasm orating and enhancing others, contrasting effective- 
ly with still more. Dom Diagonal 36 point fonts are 
now available from ATF Branch stock. Six other 


sizes, from 18 to 72 point, will be added by Septem- 


for Dom Diagonal that they have shown Dom Cas 
ual ever since its introduction last year. For in these 
faces the spontaneous informality of handlettering 
has been translated for the first time into pleasing, ber 1. There’s a type face for everybody, and Dom 
' 


practical type that fills a need in countless places. Diagonal is for you. Print foundry type! 


a} American Type Founders 


A Subsidiary of Daystrom, Incorporated 


200 ELMORA AVE., ELIZABETH, NEW JERSEY + BRANCHES IN PRINCIPAL CITIES 





@ news WHO READS 
Advertiser Changes | N 8) U STRIAL 


G. T. Van Alstyne . . former advertising 
manager, Air Reduction Sales Co., New A DVE RTI q | NG 
York, has been appointed director of ad- 
vertising and public relations for Air Re- 
duction Co., parent company. Assistant — folate} who 
advertising director will be George M. a 
Worden, who has rejoined the company acts on it ? 
after a stint with Hill & Knowlton, public 
relations counsel. A. V. Scherer will suc 
ceed Mr. Van Alstyne in his former posi- 
tion. Henry W. Beck will succeed Mr. 
Scherer as advertising manager of another Industrial advertising in The Wall 
company division, Ohio Chemical & Sur- Street Journal is exposed to the 
gical Equipment Co., Madison, Wis. broadest of all possible useful read- 
erships. 
Auwell Fogarty . . former assistant district Even advertising about advertising 
sales manager, has been appointed man- —a subject of limited interest to the 
ager of the Indiana-Michigan area, Atlas readers of most publications—com- 
Cement Co., Chicago, succeeding Joseph mands the active attention of The 
R. Lair, who retired after 37 years with Journal audience . . . com i of 
individuals continuously on the alert 
for the new product, the new serv- 
Francis J. Kinsella . . Detroit sales man- ice, the new idea. 
ager, Standard Pressed Steal Co., Jenkin- As a case in point, when two 
town, Pa., has been appointed to the new ‘ 
post of regional midwest sales manager. advertisements sponsored by The — 
Mr. Kinsella’s duties in the Detroit terri- National Industrial Advertisers naygonas_ tmpestases sovsereesne sesocue 
tory have been assumed by Daniel F. Hul- Association appeared in The Wall ET 
Street Journal they promptly drew 
inquiries from 60 executives in 20 


John P. Finneran . . former assistant ad- states and Canada, representing the — —— manufacturing 

vertising manager, has succeeded Arthur following lines of business: TT oui s 

W. Sullivan, retired, as general advertis- Meat packing 

ing manager, Westinghouse Electric Sup Plumbing fixtures manufacturing 

ply Co., New York. pres nig manufacturing 

Cosmetics manufacturing 

S. C. Williams . . former special assistant Li sna ” 

to the president, has been named general R , ——— s 

field sales manager, Pyrene Mfg. Co., Iron fabricating 

Newark, N. J. Walter W. Kemphert, for- Heavy hii facturi 

merly with American Pulley Co., has Razor manufacturing 
Management consultants 


Printing 
) ve ¢ 
joined Pyrene as midwest district manager. St manuf lee 


es ® toh 





the company. 








grave, Jr. 








S. D. Fitzpatrick . . has been elected assist- Textile converters 


ant to the president, Anaconda Wire & 

Cable Co., New York. C. H. Porter, man- 

ager of industrial sales, and M. J. Mc- 

Carthy, manager of wire magnet sales, What does Blaine G. Wiley, Executive Secretary of the 
] . . . 

have been named assistant sales man- NIAA, say about this kind of coverage and pulling power? 


as “Good? Of course it’s good. But no 
better than I’ve learned to expect from 
The Wall Street Journal.” 








Media Changes 


Blue Book Directory . . Hitchcock Publish- 
yer Papeigionsamleentir dae cdiead spc If you advertise to business, The Wall Street Journal should head your list. 
publisher of ‘Machine & Tool Blue Book,” 
will publish ‘Machine & Tool Blue Book 
Directory” Dec. 15. Forms will close Nov. 
10. Format is the same as the monthly. 
Rates in the directory are $265 per page, 
with discounts for regular users of “Ma- 
chine & Tool Blue Book.” 
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| engineering specifications for gs CHIEF METALLURGIST 










Reader of Metal Progress since 1940 










With the Director of Research 
develops specifications for all 
metals purchased. Important on 
every procurement problem 


weTAts ENGINEER 





ll ASSISTANT TO DIRECTOR 
OF RESEARCH 
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Reader of Metal Progress since 1930. 


Management's technical representative 
on everything metallurgical and 
chemical, including specification. 
and procurement of metals, and their 
machining characteristics.as they 
affect production. 





Reader of Metal Progress since 1948. 


Research. projects on electroplating 
methods and on materials employed. 


Reader of Metal Progress since 1946. , 


Supervises’ all development work on 
manufacturing methods, equipment and 
machisery employed therein, metals 
for tooling and final products. 

With chief metallurgist, develops 
specifications for all metals 
purchased. 


METALS ENGINEER 


GENERAL FOREMAN 
Reader of Metal Progress since 1943. 
Directly under the Plant 
Superintendent. Consulted on all 


materials and equipment specified 
and purchased. 


META 





Reader of Metal Progress since 1933. 


Free-lance technical man. Knows more 
about steel than anybody else in 
company, so enters into procurement 
and technical problems. Important in 
selecting equipment for new plant; 


MET ry. to production. 
i 


METALLURGIST 
_ Reader of Metal Progress since 1943. 


Metallurgical quality control. 


CASTING FOREMAN 
Reader of Metal Progress since 1949. 
Reports directly to Supervisor of 
aircraft and diesel casting 


department, so is interested in 
everything having to da with foundry 


production. Influences INE 1 
mm ays ENGIN ER 
METS 





Ls ENGINEER 























Want to Know 
How to Sell 
The $9 Billion 
Forest Products 
Industry 2 


@ America's third largest industry. 
@ Nine industries in one. 


@ Dominated by the "28% who do 
ss." 


@ A nationwide market, loaded with 
big industrial consumers. 


* 


Want a new chart that tells at a glance 
who uses 10! different types of Equip- 
ment and Materials (including your prod- 
uct) in this huge market? 


* 


Want to know who the buying factors 
are in every sector of this far-flung mar- 
ket — how much they buy — how they 
operate — what they make? 


* 
FREE — 


For complete facts on this market — for 
the answers to your sales and advertising 
problems — and for the reasons why 
WOOD & WOOD PRODUCTS is your basic 
advertising buy if you have anything to 
sell to the $9 billion Forest Products In- 
dustry — get your free copy of our new 
22-poge Market Data File. Ask your 
WOOD & WOOD PRODUCTS representative, 
or write direct to — 


WwoobD & WOOD 
PRODUCTS 


139 No. Clark St. Chicago 2, Ill. 
A VANCE PUBLICATION 
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trends 


A review, by business paper editors, of industry conditions 
that may influence industrial marketing procedures. 


Too many cancellations, orders 


plague busy tool builders 


® MACHINE TOOL builders were hurt 
more by order cancellations than 
the effects of the steel strike, to 
mid-July. Only a few builders who 
are dependent on warehouse sup- 
ply, where the warehouse is sold 
out, are in difficulty. They estimate 
they can continue uninterrupted 
production until the end of July or 
early August. 

Washington has held out a help- 
ing hand to any machine tool build- 
er who is unable to find the essen- 
tial steel which they need for de- 
fense order. So far there are no 
reports of any tool builders asking 
for that help. 

A wave of order cancellations, 
which began in November, 1951, has 
all but swamped some tool builders, 
In May, 1952, the flood of 
cancellations amounted to 45% of 
the new orders placed that month. 


though. 


During the first five months of this 
year, cancellations are at a rate of 
34.5°% of the new orders placed. 
Reason for the tide of cancella- 
Two stretchouts in the de- 
fense program and belated recogni- 


tions: 
tion of over ordering. These can- 
cellations almost without exception 
involve orders for machines virtual- 
ly completed and actually on the 
assembly floor and were not for or- 
ders at the far end of the builder’s 
WALTER J. CAMPBELL, 
managing editor, Steel, Cleveland. 


schedules 


Stretchout Didn't Help . . Once 
again the hapless machine tool in- 
dustry is in trouble. 

For well over a year after the 
Korean war the industry suffered 
disregard of official Washington. 
Not until the entire plane, tank, and 
gun programs began to bog down 
one year after Korea through lack 


of machine tools did Washington act 
to free materials, advance credits, 
and increase prices for machine 
builders. Having finally arrived at 
a high shipment-to-unfilled-orders 
ratio, it is now threatened by an 
avalanche of cancellations which 
might cause the industry to lose 
speed. 

A second stretch-out since Jan- 
uary, and a growing recognition of 
excessive over-ordering, have re- 
sulted in staggering cancellations. 
In May, 1952, the cancellations 
amounted to 45% of the new orders 
placed that month. Since the latter 
part of last year, and continuing in 
increasing amounts each month, the 
machine tool industry is in confu- 
sion and is suffering grievous loss 
of confidence in Washington’s desire 
for a stable, healthy machine tool 
industry. 

The serious consequences of can- 
cellations could result in produc- 
tion cuts, with attending lay-offs 
and stagnating production facilities. 
The machine tool industry can drop 
from peak production in a few 
weeks, but can attain peak produc- 
tion only in months, or, 
cases, a year. 


in some 


Prime concern among builders is 
Washington’s negligent attitude, and 
its inability to understand the im- 
portance of the machine tool indus- 
try in terms of national security. 
The government does not permit 
any shipments of machine tools ex- 
cept rated orders; if a builder has 
few rated orders, but sufficient un- 
rated orders, he’s out of luck. He 
must retrench regardless of how 
many orders are on the book. Fail- 
ure to permit shipments of non- 
rated orders, even though they 
would not interfere with rated or- 








ders, is costing American builders 
their foreign markets which are be- 
ing captured by English and con- 
tinental builders. 

And yet, in spite of cancellations 
and governmental bungling, the in- 
dustry is expanding its output and 
its facilities. Machine tools will 
again be in urgent demand when 
the military decides what its fu- 
ture requirements will be . . w. F. 
SCHLEICHER, editor, Machine & Tool 
Blue Book, Wheaton, III. 





Plant spending continues high 
as industrial production drops 


® CLEVELAND . . Industrial produc- 
tion dropped in June to its lowest 
level in nearly two years, the Cleve- 
land Trust Co. announced in a busi- 
ness bulletin. 

The Cleveland bank said that the 
decline continued early in July and 
that, despite a settlement of the 
steel strike, other industries may 
soon see labor strife. 

The Cleveland Trust Co. said 
that: 

1. New plant and equipment ex- 
penditures are running higher than 
last year’s record figures and now 
are second only to defense expendi- 
tures. 

2. A slight decline in private resi- 
dential building has been more than 
offset by a 25% gain in public 
works. 

3. “We are reaching the point 
where industry for the most part 
can take care of large civilian de- 
mand as well as military require- 
ments as currently projected.” 


Conover-Mast Pubiications . . New York 
has announced the following appoint 
ments: Edward M. Stanley, business man 
ager of “Mill & Factory,” has been named 
publisher; A. M. Morse, Jr., business man 
ager of “Purchasing has been named 
iblisher; C. Frank Jobson has been ar 
ted puk er of “Liquor Store & Dis 
al Vosburgh has been 
appointed assistant publisher of " 
Factory,” and Ray Richards assistant put 
lisher of ‘Purchasing 
Kenneth McKinley . . former sales man 
ager, “Petroleum Processing,” has been 
named Cleveland district manager for 
“Purchasing Magazine,” Conover - Mast 
Publications, New York. 
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The Engineer 

‘has put American Industry 
on top by tripling 
MAN-HOUR PRODUCTIVITY 
...main factor 


in your increased sales. 


With engineers and machines to help 
him, our factory worker produces 
three times what he did in 1910. 

In 1910, he had 80,000 engineers 
raising his efficiency. Today he 

has 400,000. 

The proportion of engineers 

to workers has tripled, too, from 
one engineer aiding 180 workers to 
one engineer aiding 60 workers. 
More and better machines set new 
production records. 

But engineers, especially MECHANICAL 
engineers, made the machines possible— 
designed them, built them, ran them. 
What made the mechanical engineers 
possible? 

The present high level of the 
engineering profession could not exist 
without The American Society of 
Mechanical Engineers. 

And the present high level of marketing 
to industry would be impossible without 
Mechanical Engineering, ASME’s direct 
line to its 35,000 engineer members. 

ME reaches the largest audience of 
engineers in the mechanical industries. 
In industry after industry ME reaches 
more engineers than any other magazine 
in that field. 

These are the men whose engineering 
know-how so vitally influences the 
selection and specification of what you 
sell to industry. 


MECHANICAL 
ENGINEERING 


A publication of 
THE AMERICAN SOCIETY OF MECHANICAL ENGINEERS 
29 West 39th Street. New York 18, N. Y. 
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WHAT MAKES THE 
“BRAIN” OF THE AUTOPILOT 
SURER THAN THE PILOT? 


This is a chassis view 
of Lear's F-5 
Autopilot Amplifier Unit. 


FLUOROCARBON 
PLASTICS 


ONE ANSWER IS: 


how they're made and used . . . reported their 
properties and applications . . . speeded their use 


Roll... pitch . . . yaw. In the electronic “brain” of 
an autopilot, there's a servo that says “No!” to 


every deviation from the course set for a plane 
flying on instruments. This pilot's fussy, electrically, 
to the ten-thousandths-of-a-percent. It must work 
precisely at every temperature .. . in every 
weather. And it does. 


Part of the reason is the Teflon* its tube sockets 

are made of. Teflon . . . like its counterpart, Kel-F t 

. . is tough stuff. It's one of the new fluorocarbons 

. resilient . . . shock resistant . . . staying di- 

electrically stable in the whole wide range from 

60 cycles to 30,000 megacycles . . . varying not 

a hair’s breadth from minus 150 degrees to plus 
550 Fahrenheit! 


ELECTRICAL MANUFACTURING has paced the de- 
velopment of fluorocarbons at each step . . . told 


*DuPont's tetrafuoroethylene polymers 
TM. E. Kellogg's trifivorochioroethylene polymers 


in a broad range of new product designs. 

Nothing stands still in the designing of elec- 
trically operated products. New designs demand 
new materials; new materials make possible new 
products. And in every area of movement 
ELECTRICAL MANUFACTURING helps industry to tele- 
scope progress into incredibly short time. 


The use of fluorocarbons 
and other plastics and dielectrics 
has been a major editorial topic 


in ELECTRICAL MANUFACTURING, because ... . 


IT’S AN Lee romechanical PROBLEM 





THIS STORY HAPPENED to be about an autopilot... and about fluoro- 
carbons. It might have been about any of a dozen critical points- 
of-progress in the designing of electrically operated products. It 
might have been about any of a dozen other materials. The end 
product could have been any of hundreds . . . from a textile 
loom to a printing press . . . an air conditioner to a calculator. 

The men who design electrically operated machines, appli- 
ances and equipment count on ELECTRICAL MANUFACTURING 
to give them evaluation—in depth—of new materials... new 
components . . . new ideas that will lick critical problems, advance 
their design thinking, keep them moving with the fastest-moving 
times in all history. 

From your own marketing viewpoint, it’s an important fact 
that the engineers who design electrically operated products also 
do the specifying and buying of the whole complicated range of 
components and materials that go into them. And it’s significant 
that the performance of everything from the fluorocarbons inside 
a tube socket to the finish on the product matters greatly to 
the engineer. 

That’s why key designers and engineers in more than 9,000 
plants making over 1,900 different types of products a// need 

Hore ls one of the and use ELECTRICAL MANUFACTURING . . . why it’s the place 
miniature Teflon ’ , 

Sle ects wea to speed your product into their plans. 
in 20 strategic 
spots: at the base 
of individual" plug- 
in” TT. 
Seananuneaee WHAT...HOW... WHY? 
oo seers Every issue of ELECTRICAL MANUFACTURING covers a wide range 


d.(They’ de aeaeie Brig: 
i ~<a eid of design and engineering problems. In the current issue you'll find . . . 


Products Div. of 


ys S Gomer Co) Thestnaetets How to design in thermostats 


for effective heat control. 


Variable-Speed Drives How to select mechanical types 
of drive equipment. 
How to design for leading 


Singin -Pwase Motors locked-rotor power factor. 


What are the possibilities for 


Permanent Magnets a 
powered iron? 


What's new in special-property 


Protective Finishes . * 
organic coatings? 


Electrical 
Manufacturing ox 
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Keeping you in hot water 
calls for 198 


4 


materials engineering 


decisions at 


At Rheem, world’s largest manufacturer of automatic storage water 
heaters, this new 1952 unit was put into production only after mate- 


rials engineering decisions dictated the use of: 


irons and steels 

Nonferrous metals 

Nonmetallic materials 

Parts and forms 

Fastening operations 

Finishing and cleaning operations 


Materials & Methods is published exclusively for over 20,000 materials 
men —all paid subscribers— who specify materials and materials- 


processing methods in the hard goods manufacturing industries. 


Concentrate Your Advertising gd rid S 


Where Materials Men 


Concentrate Their Attention... & Methods 


A REINHOLD PUBLICATION 
330 West 42nd St, New York 36,N. ¥. THE MAGAZINE OF MATERIALS ENGINEERING 
Cleveland * Chicago * Dallas * Los Angeles 
San Francisco * Seattle 
Devoted to the Materials Problems 
of Product Design and Manufacture 








Hotpoint plumbs plant cafeteria 


market for cooking equipment 


By Mark Reinsberg 


® A GROWING MARKET is_ being 
courted aggressively by an indus- 
trial advertiser with the help of 
business publication advertising. 

Hotpoint, Chicago, leading maker 
of commercial electric cooking 
equipment, has been using business 
publications, direct mail and per- 
sonal sales calls to capture what the 
company feels is a large potential 
market in plant cafeterias for em- 
ployes. It’s called “in-plant feed- 
ing” and Hotpoint is encouraging 
management to invest in such cafe- 
terias .. which promise a good mar- 
ket for commercial cooking equip- 
ment. 

Selling the idea of in-plant feed- 
ing to management takes strong 
persuasion . . for two principal rea- 
sons. Though most plant owners 
would like to see their workers pro- 
vided with hot meals at reasonable 
cost on the premises, cooking equip- 
ment costs as much as capital equip- 
ment. And it only rarely pays for 
itself. 

Yet against these obstacles, Hot- 
point has made notable progress in 
developing the market. The sales 
approach worked out by Warren E. 
Wolf, vice-president in charge of 
commercial cooking equipment, 
Walter Sormane, sales manager of 
the department, and Jack Schneider, 
advertising and sales promotion 
manager, emphasizes the indirect 
benefits that result from in-plant 
feeding. 

Full-page black-and-white ads 
which the company began placing 
last April in Business Week, Factory 
Management & Maintenance, and 
Restaurant Management stressed 


such hard-to-measure inducements 
as lowered absenteeism, reduced la- 
bor turnover and stepped-up “work- 
er energy output.” 

Soliciting inquiries through an of- 
fer of a book on in-plant feeding, 
the ads made no representations on 
behalf of the company’s own brand 
of equipment. Apparently confident 
that customers would choose the 
right brand once they were con- 
vinced of the merits of the program, 
Hotpoint ads concentrate on selling 
the idea of in-plant feeding itself. 

In this sales appeal the company 
capitalized on the work of various 
agencies of the U.S. connected with 
defense mobilization in World War 
II and the Korean war. The gov- 
ernment first gave impetus to in- 
plant feeding in the early 1940's, 
through its provisions for manage- 
ment-operated cafeterias in newly- 
built defense plants. Although oth- 
er reasons entered into these pro- 
visions . . including location away 
from populated centers . . the gov- 
ernment assembled statistics on 
turnover and absenteeism to prove 
the policy’s soundness. Hotpoint 
made use of these facts in its ad 
copy. 

Two weeks after the current cam- 
paign started, the company received 
70 valid inquiries from management. 

Hotpoint’s follow-up was accom- 
plished through local wholesale dis- 
tributors . . of which the company 
has 50. . and 900 other franchised 
dealers. In many cases the pros- 
pect turned out to be the industrial 
relations man, but response to the 
ads indicated that almost any ex- 
ecutive might be the determining 
influence. 

With its advertising agency, Cas- 
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ler, Hempstead & Hanford, Chicago, 
the company evolved several types 
of sales tools for its local repre- 
sentatives. One is a mimeographed 
questionnaire which the salesman 
uses to evaluate an existing in- 
plant feeding program. Naturally, 
to fill this out, he must have the 
cooperation of management. It sur- 
veys feeding capacity, cooking 
equipment in use, flexibility, work- 
ing conditions in the kitchen, equip- 
ment performance, cost and safety. 

After this information is obtained, 
a formal report is submitted to the 
prospect in the form of a neat-look- 
ing file folder labeled, “Your In- 
Plant Feeding Recommendations.” 
The report contains several pages of 
sales promotion material about Hot- 
point equipment, alongside the 
salesman’s evaluation. This evalua- 
tion does not necessarily confine it- 


continued on page 129 
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Inquiry Fumble. . 





30% of advertisers ignore or delay replies 


to inquiries, IM study shows 


Do 
To find out, scan the ads in your tavorite 
A check by IM of 
one issue of a leading business publica 
that of 508 ads appearing 
for machinery, equip t and comp t 
85% But 
happens when the advertising is success 
This report of an 


industrial advertisers want inquiries? 
business publication. 


tion showed 





parts, invited inquiries. what 
ful in pulling inquiries? 
unusual IM study indicates that too often, 
nobody pays attention to the inquiries they 


work so hard to get. 


«2/ 


® IS THERE ANY SENSE to promote 
inquiries vigorously in your adver- 
to worry about 
and then 


inquiries 


tising to industry 
cutting down their cost 
to or mistreat the 


ignore 
when you get them? 

But that 
advertisers 
INDUSTRIAL 


Obviously not is what 


too many industrial 


seem to be doing, as 


MARKETING can prove on the basis of 
a careful test 

The advertising manager of one of 
and best known 


America’s largest 


companies important in both the 


industrial and the consumer goods 
field . . became intrigued with this 
subject in a discussion with IM edi- 
tors. He agreed to ask his own or- 
ganization to make a test. 

So 
chasing agents sent inquiries to 50 
single 


two of this company’s pur- 


industrial advertisers on a 
day. These were not “idle inquiries” 
made only for test purposes. They 
covered items in which the purchas- 
ing agents were interested, as pur- 
chasing agents. They were items 
about which they would have re- 











coUuPrPORS 





T 
DATE REPLY | METHOD OF 
y 0 ) ¥ 
INFORMATION REQUESTED MAGAZINE MAILED | MAILIN 





Cateloe Steel (2/18) ird—<lsee 


SS RCE, 
iNET. al —_ Purchasing 





Ce 
Testing Machines Catelog Industrial Equipment News 
Wash-rack Book Steel (2/18) 


Factory Management 
Materials-nhandling trucks 5é-page catalog & Maintenance 


Booklet Purchas ing 





Anchoring machines 
(Se a cS Booklet Industria] Equipment News 


Factory Management 
Heavy-duty greaseproof floors/Color folder & Maintenance : ist-class 


Machine loading, scheduling, 
dispatching & fob assignment (Bulletins 


lllustrated booklet, 
ANA date & job performance | American “achirist (2/! 
reports 


RE 100° Details of trial offer] Mill 4 Factory 


Py 


Welding fittings Baoklet Purchasing 














LETTERS 





DATE REQUEST) DATE REPLY) METHOD OF DATE SALES - 
MAILED 


PRODUCT INFORMATION REQUESTE] MAGAZINE MAILED MAILIN Wad CALLEL 





“We dust prodlens Catalog Gama Industrial Equipment News 5 Ist-class 
apm Tension Driver Descriptive circular 12 Ist-class 
Air-valve Descriptive information 


Surface grinder 2 booklets American Machinist (2/4) 


ot Crinaes*** Purther information 


ER Automatic 
Rivet Setters Catalog Industrial Equipment News 








ee Bulletin 2" Mill & Factory 3rd-cless 
Wau Microscope Bulletin Industrial Equipment News * lsteclass 
Automatic chucking machine Illustrated literature |American Machinist (2/4) lst-class 


Granite surface plates Illustrated folder lst-class 


eA oe Literature Industrial Equipment News 


gingje-spindle a Bulletin a American Machinist (2/4) Ird=c'ass 


Pocket comparator Descriptive folder Industriel Equipment News Ist-cless 
Properties and fabricating 
procedures of Qaymmiim®> Engineering Meno 2 3rd-class 
Industrial rubber products Booklet Mill & Factory lst-cless 


Portable fire fighting 
roducts 


P Further information Industrial Equipmen* News 


a Further information Industria) Equipment News lst-class 
Milling Methods Bulletin ae American Machinist (2/4) ard~cless 


Gi Air Sanders Further information Industrial Equipment News Ist-class 





Weir cylinder Bulletin ie American Machinist (2/4) 3rd-class 





EES RER E B 

neamemuneaor 

TRS SN 
PRO a TT 
Al 
re 
eae eae 
| eR RRR 
eeu SORE 

Sih 
BRAee Sree 
{ia Te RAEI 
Poo, 
GLE IEEE AES EI A 
‘abetiamlere ae, 
MERGERS IE 
Ue ERE 
REE arAer 
Serna SRR 


Sime Air Vise Porther information Industriel Equipment News lst-<lass 
1 


























Top Advertisers .. Each purchasing agent kept separate tabulation for letters and coupon inquiries. Tabulations show publica 
tions in which advertiser's ad invited inquiries. Among those delaying or failing to reply were big advertisers with high-quality ads. 
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® ONE OF OUR MAJOR problems in 
working with our distributors has 
been simply a matter of communi- 
cation giving them a chance to 
tell us what they don't like about 
us or what they think they should waving a difficult time movinz some of the old used equip- 

have from us and aren't getting nt which we take in on trade. Can the factory give us any help in mov- 
and giving us a chance to tell them 
clearly and fully where and how this equipment and free some of our investment for purchase of the 


we think they can improve thei: I line equipment and put us in the position to accept more trade-ins 
selling efficiency ‘ , i 
e urchase of new line equipment? 
To solve the problem we gave a = 


new application to that old bromide 











planning pays. Two years ago we 


launched an annual series of dis- 


tributor planning sessions where Problem 


the presidents or other management 





representatives of our 51 U. S. dis- 
tributors meet with top management Re a : ; 
E 2. Your District Sales Representatives have too much territory to cover 

and sales management representa- 
tives of R. G. LeTourneau, Inc., to and cannot spend enough time helping us with our problems. We would 
overcome the difficulties and find = : : . 
: : like to have them spend as much time as possible helping us with our 
better ways to sell the company’s 
line of high-speed earthmoving and problems and keeping us informed of factory position on deliveries, etc. 
lifting equipment 
_—— Can we get more sales help? 
We have just completed our third 


annual series of such meetings 











where distributors have suggested 
and have received from us subse- 
quently many sales organization im- Problem ee 


provements ranging from a 38°). in- 





crease in the sales staff (which ad- 
vises and trains the distributors) to : em . 
. : 3. Our personnel badly need sales training help to better prepare for 
a central clearing house for helping 
distributors to sell more used equip- the selling job they must do. We cannot spare them all to go to your 
ment (See problems and solutions : : 
‘ ht) factary for such training, and helping a few does not do the job. Is 
at righ 

Organizing the meetings, we as- there any way you can train our people at our place of business, and let 
sembled a planning sessions staff 
I & all personnel get in on the training? 
from our administrative offices in 


Peoria, representing management 











sales, service and advertising I 
represented management. Others on aT aT ee , : jos 
the staff included R. P. Nichols, do- Problem . . pene crt a emRE ON inseHNE A ROLY oe 
mestic sales manager; Lloyd Rager, sk tical ais 
assistant advertising manager; Cloyd 

Richards, general service manager 

and one or more of the area sales © 

managers, depending on the locale LeTourneau Ss planning sessions 
of the meeting Harry R. Powers, 

eastern sales manager; Wendell V 

Richards, central sales manager: and By Roy E. McCluskey 

George W. Wacker, western sales 


manager 


We made arrangements for the The meetings are with distributor ing with the subject preferences 


planning sessions staff to conduct management . . usually the presi- predetermined by polling all dis- 
meetings with distributors in each dent or owner and are limited tributors in advance in a given area. 
area. Six meetings are held suc- to one representative from each dis- The main advantage of the meet- 
cessively within two weeks. To ac- tributor nach meeting is attended ings has been their remarkable suc- 
complish this, we take advantage of by the planning sessions staff and cess in enabling LeTourneau and 
air travel, sometimes using planes distributors from the regional area its distributors to clarify their prob- 
from our company’s own fleet, and We draw up a complete day’s lems and to help work out mutually 


sometimes traveling commercial agenda for each session, these vary- helpful solutions. At the start of 
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tributor. 


to all distributors. 





Discussion at sessions revealed that used equipment items moving slowly 
in one area were in great demand in another area. so, to help the dis- 
tributor move used equipment faster, we initiated a central clearing 
house at the home office for listing used equipment on hand at each dis- 
We published the complete list each month and mailed copies 
In that way, they all imew what was available and 


could purchase used machines from one another to fill spot demand. 








Solution . . 





of each territory. 





The problem was that each district sales representative had too large a 
territory and did not get around to each distributor often enough. Our 
answer was to increase our sales force 38%. 
Whereas formerly each salesman served four distribu- 


tors, now he serves two or three .. and can give more time to each. 


Thus, we cut down the size 








Solution . . 





Maly 


ical end, too. 





Our answer to this was to compile a complete portable sales training 

it, and to send the area sales manager around to the distributor for a 
complete and comprehensive two-day sales training session, covering com 
pletely the sales features and aids available and discussing the mechan- 


In short, we took the training school to them. 








Solution . . 


Management studied questions . . and de- 


vised these solutions to hike sales 293% 


each meeting, a LeTourneau execu- 
tive calls for a frank exchange of 
distributors’ views and problems in 
sales, service and advertising prac- 
tices and policies. There is no dis- 
cussion of local problems. Discus- 
sion is held to general national pol- 
icy and problems. 

With selected company men meet- 
ing face to face with the heads of 
distributors from a_ given area, 
our company thus gains firsthand 


knowledge of local conditions af- 
fecting distributors’ activities and 
opportunities. By the same token, 
it gives the distributor heads the 
chance to talk informally and frank- 
ly with our departmental heads and 
to gain the inspiration and knowl- 
edge which results from face-to- 
face contact. 

Thus, each distributor has oppor- 
tunity to present his opinion on lo- 
cal trends and company progress, 


while we from the company pro- 
cure a representative and nation- 
wide cross-section of factors affect- 
ing sales and service . . extremely 
useful in planning future manufac- 
turing operations. 

Careful notes are kept and tab- 
ulated areawide and nationwide. On 
the return of the distributor plan- 
ning sessions staff to Peoria, these 
are sorted and listed in the order 
of their importance. This is deter- 
mined by the frequency with which 
specific problems are discussed. 

At the planning sessions, we pro- 
vide distributors with a form which 
we request them to fill in and send 
to us. These contain the distribu- 
tors’ own recommendations on the 
course of action LeTourneau should 
take relative to problems discussed 
in the meetings. Later, each prob- 
lem or viewpoint expressed is care- 
fully considered by management, 
and recommendations are made to 
the company’s board of directors 
and to President R. G. LeTourneau 
for action. 

Both the company and distribu- 
tors have been enthusiastic about 
results of the planning sessions, 
which are the only ones of this type 
that we know of in the construction 
industry. Distributors have told us 
that the sessions are the best thing 
that the company has ever done in 
promoting better distributor rela- 
tions. 

This year we met with represent- 
atives of all our distributors in the 
U. S. and Canada within a period 
of 13 days. We made two giant 
swings. 

Handled on the first swing of 2,600 
miles were Orlando, Fla., for the 
southeast distributors; Baltimore 
for those in the Northeast; and Chi- 
cago for those in the North Central 
States. On the second swing of 
2,800 miles, we met with distributors 
from the Northwest at Helena, 
Mont.; Southwest at Phoenix, Ariz. 
and South Central at San Antonio, 
Tex. 

Subjects discussed during a typi- 
cal day’s agenda included service 
and_ warranties, 
equipment, sales and service schools, 
demonstration programs, operation, 
and maintenance and repair manu- 
als, advertising plans, etc. Each 
distributor, of course, in his day-to- 
day operations, is vitally interested 
continued on page 109 
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Holiday Pop-Up .. 7! 


Jd WTR 


Gustin-Bacon builds product 


into mail piece demonstration 


By Mort F. Hausermon 


The company wanted a good mail piece 
for Ultralite, an insulating material. That's 
what the company got. . by incorporating 
the product into the mail piece for an ac- 


tual demonstration of four product features. 





@ iT was Herb Valentine of our ad 


agency, Valentine-Radford, who 
came up with the idea. We were 
sitting across the room from each 
other, tired after a 


scratching session over Gustin-Ba- 


long, head- 


con’s advertising and sales promo- 
tion problems. 
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Herb was at the corner desk, 
bouncing a paper weight on a foot- 
square section of Ultralite, watching 
the thing hit and spring back as the 
insulation tried to return to its orig- 
inal form. 

“Real bounce to it,” Herb said. 

You don’t know the half of it,” I 
told him. “Here, watch this a min- 
ute.” 

I picked up the piece of Ultralite 
that always sits at the corner of my 
desk, folded it over on itself about 
six times, and crammed it into a 
container not much larger than a 


ures 


1 mail 
iliency, 


wrist-watch box. Then I bent down 
the wire flaps that protruded 
through the top cover of the box 
and tossed it across the room to 
him. 

“Open it, Herb. .” 

He straightened the wire flaps 
again and lifted the top cover. The 
Ultralite leaped out of the box and 
went sailing out into the middle of 
the room. 

“Hey, 
grinned. 
Box. Say, how 


that’s pretty good,” he 
“Just like a Jack-in-the- 
tightly can you 
compress this stuff, anyway?” 

I started to tell him how the Navy 
crams 2,000 square feet of Ultralite 
into one 18 cubic foot box, but both 
Herb and Earl Radford were new 
on our account and not yet fully 
familiar with some of the technical 
overtones of insulation. Instead, I 
told him: 

“Depends on how thick your Ul- 
tralite is to begin with. Why, what’s 
on your mind?” 








Turkey Tie-In .. At Thanksgiving, same 


lite folded over when mail piece is closed 


“Just wondering whether we 
couldn’t work it into a good prod- 
uct-insert type direct mail piece. . .” 

So that was how it began: Almost 
an afterthought, you might say. But 
before Gustin-Bacon’s new cam- 
paign was a year old, here is what 
had been accomplished: 


1. Multi-Demonstration . . We 
discovered that by the single act of 
having a customer or prospect open 
a letter in a slightly oversize en- 
velope we could demonstrate sev- 
eral important “sales features” 
about Ultralite at once: 
a. That it was stable (for despite 
rough handling in the mails it 
did come through intact). 

. That it was unusually resilient. 
(Several of the pieces, the 
“Turkey” and “Bunny” pop- 
ups, for instance, could be bent 
on themselves without dam- 
age.) 


ULTRALITE 


has everything 


you want in insulation!” 


Lets tal turkey about t 


Mere are the fate 


technique was used 


juct advantages are 


c. That it was incredibly light, 
and of extremely low density. 
(It had just come through the 
mails at minor cost, hadn’t it?) 

. That it had low moisture ab- 
sorption. (Despite rainy weath- 
er, it was delivered in its still- 
dry original manufactured 
state.) 


2. Rudience Participation .. We 
discovered that “getting something 
into his hands” was the soundest of 
sound advice. If, moreover, the 
mailing piece had a bit of trickery 
about it, like the “jump box” that 
startled and delighted Herb Valen- 
tine, the prospect would quickly 
share it around with the other men 
in the office. That could only earn 
extra dividends in added interest 
and attention for each of our direct 
mail pieces. 


3. Long Copy Sells .. We dis- 
covered that, despite all our efforts, 


there were qualities of Ultralite that 
couldn't be told by sending only a 
piece of the insulation itself, no 
matter how “cute” we might be in 
our mailing. We had to go over to 
text to say what Ultralite was good 
for, and to tell how to use the prod- 
uct. We started out aiming for a 
minimum of text; gave up the idea 
slowly; finally capitulated and de- 
cided to tell as much as had to be 
told, then stop. Frequently, that 
could mean fairly long copy, but 
anything less, we found, simply 
would not carry over to the reader 

How, for instance, could we show 
that Ultralite was fire-resistant sim- 
ply by a picture or drawing alone 
It couldn’t be done. What could be 
done, however, was to suggest to 
our letter-reader that he strike a 
match under the sample of glass 
fiber insulation and see what hap- 
pened. Nothing did happen, of 
course, so we had made our point: 
Ultralite is fire-resistant. 


Q 


August 1952 /'47 





Point-of-Sale . . Light shed by over- 
head demonstration emphasizes GE floor 


supermart style . . 


liance while selling ceiling fixtures. 


elves from storage bir 


Profit Motive .. Multi-leaf wall visual 


3gest maintenanc 


£R Be WORK 
UGHT LIGHTENS LABORS OAD WITH THE A-B-CS OF LIGHTING! 


| BANISHED GLARE 





MARINE ENGINEERING 


tops all marine publications 


MARINE ENGINEERING 


MARITIME REPORTER 
(semi-monthly) 
MARINE NEWS 


GAZETTE 


as 
< 
S) 
- 
a) 
< 
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With a lead of 56 per cent over the second 
marine publication for the first half of 1952, 
MARINE ENGINEERING adds to its recog- 
nition as the most potent force in reaching 
the important marine market. This is because 
advertisers know that it covers more areas of 
activity than any other publication; that its 
editorial leadership and engineering authority 
produce results. 


Marine Engineering regularly goes to: 


Shore personnel of every American ship 
operator of vessels of 100 tons or over, plus 
many smaller companies. 


Every important naval architect and marine 
engineer, both “independents” and those 
employed by shipyards and operators. 


G. MARINE ENGIN 


MARINE 


PROGRESS 


in 1952 advertising volume 


Advertisers’ response 
proves 


MARINE ENGINEERING 
best for selling the 


growing marine industry 


Every commercial shipyard and important 
ship repair company. 


Naval shipyards and smaller boatyards with 
naval contracts. 


Maritime Administration, Navy Bureau of 
Ships, Coast Guard and Corps of Engineers 
officers. 


More sea-going chief engineers, whose rec- 
ommendations guide shore personnel in 
buying, than any competing publication. 


All the facts about Marine Engineering and the 
profitable marine market are found in our new 
20-page report, “Selling the Greatest Peacetime 
Marine Market,” which is based on the NIAA 
outline. Get your copy by writing to Marine 
Engineering, 30 Church St., New York 7. 


EERING 


a simmons-boardman publication 
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... it may drive your car 


... decorate your home 


...or dress your wife 








now means I'WO great 
industrial markets 


... now completely covered by ONE publication designed 
to serve both the refining and petrochemical fields 


Once chiefly the source of fuel for your car, petroleum now supplies the chemicals 
for everything from plastics to textiles, from detergents to soil restorers. 
In fact, you can hardly wake to a new day that does not find the booming petro- 
chemical industry bringing new comfort, convenience or economy into your life. 
Petroleum Processing is the magazine that has been fully alert to the progress of 
this youthful industry growing up within an industry. It has been edited on a dual 
basis, for those engaged in petroleum refining and for those pioneering in petrochemistry. 
Now, with its special monthly Petrochemical Processing Section, it serves this 


sensationally expanding field to a greater degree than any other single publicatian. 





As an advertiser in Petroleum Processing, you can reach this twofold market which, 
according to the U.S. Department of Commerce, exceeds all other industrial markets 
in dollar expenditures for plant expansion in 1952. You can have the attention 
of more than twelve thousand key men; the opportunity of selling this group slated 
to spend billions within the next few years. 

Write today for the current and complete list of petrochemical plants, yours 
without obligation. Start your salesmen calling. Back them up with an 
advertising schedule in the only magazine that can give you adequate coverage of 
both the refining and petrochemical fields. 

Petroleum Processing, 1213 West Third Street, Cleveland 13, Ohio. Offices in 


New York, Chicago, Philadelphia, Houston, San Francisco and Los Angeles 


& 





Petroleum Processing 


A Platt Petroleum Publication 
FOR THE MEN WHO ARE MAKING MIRACLES WITH PETROLEUM 


Cog fn 
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A Gattery ot Turret and Engine Lathes 
takes Ihrs. to finish turn this Bowl 


It Takes 1 Monarch Lathe with 
Air Gage Tracer Just 89 Min 


WHICH 19 BEST? WHY 2 


Which ad 
attracted Simple Arithmetic! 


HOW DO YOU EFFECT SAVINGS LIKE THIS? With 
ee Tracer” PLUS, in this case 
veling design For efficient cutting 


a 9 ool act , ange of planes during @ con 
more readers : aurcounen ta ied 


LIKE SIMPLITIED? Monarch Lathes range from the 
* Model EE Precison Lathe to 32” Heavy Duty 
<s—most of which we ce 


three types of Tracer 


STAUWLESS STOLL CRTAM 887. with Tracer Controls, Just detail y 
ABATOR BOWL 108 BIPORT Monarch Machine Toot Company, Sidney 


fonarch 


') TURNING MACHINES 


i 


TOR A GOOD TURN FASTER... TURN TO MONARCH 





Arithmetic vs. Two-for-One 


® OF THESE TWO ADs for lathes by 
Monarch Machine Tool Co., Sidney, 
O., and Potter & Johnston Co., Paw- 
tucket, R. I, in Machinery, one at- 
tracted more than twice as many 
readers as the other 

The Monarch ad was in black and 
white on page 115 and offered a 
lathe that could do a 94-hour job 
in 85 minutes to cut costs. The 
P&J ad was in two colors on page 
283 and offered a lathe that can 
perform work on two parts at the 


THe Porter . Jounston 5D.2 


same time to cut costs. Which ad 
attracted more readers? See page 
120 


PAWTUCKET, RHODE ISLAND 





) TELEPHONE DIREC 
BRAND NAME 








Apr tional ge for 
your service or product. 





“WHERE TO BUY IT”’ 


Your Local Distributor His Addres 

Your Local Distributor His Address. 

YOUR LOCAL DISTRIBUTOR His Ad 

Your Local Distributor His Addres: 

Your Local Distributor His Address. 
LOCAL DISTRIG: 





How to put your business in the 
industrial sales spotlight 


HEN YOU USE Trade Mark Service pages’ over the names, addresses and 
Win the ‘yellow pages’ of the tele- telephone numbers of your authorized 
phone directory, you’re turning the outlets. Thus your distributors are tied 
sales spotlight on your product... on directly to your national advertising. 
your local outlets. Trade Mark Service helps build extra 
Trade Mark Service tells the 


purchasing agent where he 


sales wherever your products 
are sold. To find out about 


can buy your products. It 
features your trade-mark or 
brand name in the ‘yellow 


this identification plan, call 
the directory representative at 
your telephone business office. 








RM Pachings and Gaskets Assure a Deluge, Not a Dribble 


RAYRESTOS-MANHATIAN, INC 
Dimdot mammarven Greg flock 


Ry 


SPECIALISTS ASBESTOS, RUBEIR, AND SINTERED maTA: PRODUCTS 


Accent on End Use.. * 


"Brake Lining Made by R/M Provides Fine Safety Lesson 


RAYBESTOS-MANHATIAN, INC. 
Bhendt masmarvran Grey Rock 


SPECIALISTS IM ASRESTOS. RUBBER AND SINTERED METAL PRODUCTS 





Visible applications attract 


buyers for invisible products 


Cover Story 


® IMPARTING corporate character to 
a list of products which serve many 
industries, and which seem almost 
wholly unrelated, is one of the knot- 
tiest problems in industrial adver- 
tising. It’s the problem faced by 
Raybestos-Manhattan, Inc., Passiac, 
N.J., year after year 

Products made by the company’s 
divisions range from brake lining 
and bowling balls on the one hand, 
to rubber-lined tanks and special- 
ized conveyor belts on the other. 
Tying together this complex of di- 
versified markets, applications and 
sales appeals in a way that will in- 
terest readers and at the same time 
establish a continuing identity for 
the R-M corporate trade-mark, is a 
real challenge 

The solution has been a campaign, 
now three years old, in Business 
Week, Fortune and Newsweek, fea- 
turing dramatic illustrations of 
product end uses ranging from a 
fireboat (see cover) to a sick room 
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The fireboat illustration lends ex- 
citement and visibility to the end 
use of two unexciting and invisible 
products packings and gaskets. 
Some of the products advertised are 
relatively unimportant in the com- 
pany’s line but are featured in or- 
der to dramatize the company’s di- 
versification 

The campaign, instituted in 1950, 
has three objectives: 

1. To tie together the several di- 
in the 
management 


visions of the corporation 


eyes of business 
men who buy, specify, recommend, 
or use as well as within the cor- 
poration itself 

2. To give industry, and all R-M 
salesmen, a clearer idea of the range 
and scope of the company’s prod- 
ucts 

3. To promote certain products or 
groups of products that need extra 
support, or do not in themselves 
promotional 


justify a continuing 


budget 


“Wonder Drugs” Kept Free of Contamination by R/M Rubber 


RAYBESTOS-MANHATIAN, INC, 
Veayhoslte Cordon msmarvon Grew fock 


mse -— - ro Som Sa eS en 
SPECIALISTS $f ASBESTOS. RUBSER. AND SINTERED METAL PRODUCTS 





All of the ads have basic similar- 
addition to the dramatic 
photographs. Provocative headlines 
tie in R-M closely with the illustra- 
tion. Text emphasizes the corporate 
versatility that makes this and other 
R-M products possible. A signature 
identifies each basic product group, 
and includes the trade-marks of the 
corporation’s best known divisions 
and a listing of all divisions. 

The company gets its illustrations 


ities, in 


from several Some are 
stock photos obtained on an exclu- 
sive basis. Some, like a photo of a 
doctor about to inject penicillin into 


a wondering little boy as his mother 


sources. 


watches, are studio shots posed with 
Others in the 


series are montages, combined to 


professional models. 


include important areas of several 
photos. 

The fireboat picture was a stock 
photo furnished by Lambert Stu- 
dios, Philadelphia, with a one-year 
exclusive. Gray & Rogers, Phila- 
delphia, handles the campaign. 

In addition to the corporate cam- 
paign, advertising for the company’s 
various divisions is running in 88 
business publications. Every ad in 
every campaign includes the R-M 
trade-mark and a list of the com- 
pany’s product groups to further 
strengthen their corporate identity. 








No matter what their titles may be 


MOST OF YOUR BEST PROSPECTS 


HAVE REQUESTED IEN 














here’s why 


You know how tough it is to find the men in the most active 
manufacturing plants who specify and buy your products. One 
reason is that titles don’t mean the same in different industries. 
They don’t even mean the same in all companies within the same 


industry. 


IEN found an answer to this problem back in 1933, when it orig- 


inated product information publishing . ... concentrating not on 


HOW to do a job, but on WHAT TO DO IT WITH. 


When operating, engineering and production men with responsi- 
ble positions discovered Industrial Equipment News, they asked 
for it. They needed it, they wanted it, so they requested it. The 
real specifiers and buyers revealed themselves through their in- 


terest in regular receipt of Industrial Equipment News. 


This kind of request readership by specifiers and buyers is what 


makes Industrial Equipment News so effective for its advertisers. 
Average controlled circulation 61,794 
Average total distribution 65,858 


750-850 advertisers in each issue — more than in any 
other publication of similar service or distribution. 





ie oe EQUIPMENT NEWS. 


INDUSTRY'S ORIGINAL PRODUCT INFORMATION SERVICE 


_ Thomas es Meeriem aol — Avenue, New York, NY. Ley, 


e A ROP bee, Si gale 


REPRESENTATIVES * ATLANTA * BOSTON * CHICAGO * CLEVELAND * DETROIT * INDIANAPOLIS * LOS ANGELES + PHILADELPHIA * PITTSBURGH 
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LETTERPRESS 

Hi-Arts 

Ashokan 

M.-C Folding 
Book and Cover 

Zena 

Catskill 

Velvetone 

Soltone 

Esopus Tints 

Esopus Postcard 


OFFSET-LITHO 
Hi-Arts Litho C.IS 


Zenagloss Offset C.2S. 


Book and Cover 
Lithogloss CIS 
Catskill Litho C.IS. 
Catskill Offset C.2S. 


| sopus Posteard C.2S, 





The climb to the top in printing quality is simplified by the use of 
genuine coated paper from the Cantine Mill—whose 64 years of specialized 


experience assures top performance in long press runs, 


THE MARTIN CANTINE COMPANY 
Specialists in Coated Papers Since 1888 


SAUGERTIES, N. Y. Branches: NEW YORK and CHICAGO (In Los Angeles and San Francisco: Wylie & Davis) 




















How to attract more readers; 


fest shows color is no ‘sure cure’ device 


By A. H. Fensholt Treasurer * Fensholt 


Does color really attract more readers 
than black and white? It’s a difficult 
question that brings complicated answers. 
But additional light is thrown on the sub- 
ject by the findings that the author pre- 
sents here . . along with his own ideas 
about color and other factors that con- 
tribute to high readership. 





™ SINCE INDUSTRIAL PRODUCTS are 
specified and bought by executives, 
not for their own personal use but 
for their company or for resale, the 
preselling of industrial products is 
not strictly comparable with the 
preselling of consumer goods pur- 
chased for personal use. Therefore, 
the appeals to be embodied in in- 
dustrial advertisements will differ 
from consumer appeals. 

The writer of a consumer adver- 
tisement tries to capture wide- 
spread attention by appealing to the 
Sometimes 


reader's self interest. 


curiosity interest or altruistic in- 
terest may be the vehicle that will 
lead the reader into the text. 
Interest may be divided into three 
main aspects self interest, curi- 
osity interest, and altruistic interest. 
Self interest concerns self preser- 
vation, personal reputation, family 


labor, ad- 


vancement, profit, romance, escape 


welfare, reduction of 
from boredom, entertainment, and 
humor. 
Curiosity 
new, the odd, the unexpected, as 


interest concerns the 
well as mystery, struggle, turmoil, 
exploration, and invention. 
Altruistic interest concerns solici- 
tude for people, animals, fraternal 


groups, and interest in familiar per- 
sons or places. 

The above facets of personal in- 
terest apply also to industrial pub- 
lication readers, but some of the 
items must be paraphrased. For 
instance, “family 
paraphrased into 


welfare” can be 
“company wel- 
fare,’ “personal reputation” can be 
paraphrased into “company reputa- 
tion.” However, personal reputa- 
tion among industrial executives is 
an item of high self interest and 
must not be overlooked in industrial 


advertising. 


Know How to Presell . . Since the 
use of industrial advertising is to 
presell a product or service, it is 
important to understand the ten 
steps leading to an industrial sale: 

1. Introduce or identify the sales- 
man (and his company) 

2. Show that the salesman 
his company) understands the buy- 


(and 


er’s problem and has the know-how 
to solve it. 

3. Prove that the product will do 
the job and is not out-classed by 
competitive makes. 

4. Demonstrate that the product 
is easy to service and maintenance 
cost is low. 

5. Show that other buyers of im- 
portance are using the product with 
satisfaction. 

6. Demonstrate that the price is 
right. 

7. Show that the company pro- 
vides the necessary collateral cus- 
tomer services. 

8. Demonstrate that the company 
has adequate developmental and 
manufacturing resources. 


9. Show that the company and its 
products are known to top people 
of primary and secondary buying 
influence (brand or name recogni- 
tion). 

10. Ask for the order. 


One Step at a Time. . Obviously, 
all of these ten elements cannot be 
included in a single industrial ad- 
vertisement. By emphasizing one 
or two of these points in a given 
layout, the industrial advertiser can 
hope, by featuring a succession of 
advertisements, to presell prospec- 
tive customers on all of the merits 
of his products. The problem is . 
how to get high readership. 

One of the dominant influences 
in obtaining high readership ratings 
for advertisements is product in- 
terest. For example, in a recent 
readership study of 93 advertise- 
ments rated by Daniel Starch & 
Staff, New York, in Factory Man- 
agement & Maintenance, 30 tested 
advertisements rated a “noted” score 
Of these 30 ad- 
vertisements, 12 (or 40°) were de- 


of 22% or higher 


voted to materials handling equip- 
On the other 


hand, in this same issue were six 


ment and accessories 


tested display advertisements de- 
voted to lubrication and lubricating 
equipment, and all six of these ad- 
vertisements scored among the 26 
lowest in that issue. 

This is not an unusual situation, 
because analyses of industrial ad- 
vertisement ratings for several years 
in various publications have shown 
the effect of product or topical in- 
It is relative- 
ly easier to get a high readership 


terest on readership 
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n advertisment devoted The readership test of Factory 


handling equipment covered 40 full-page, black-and- 


advertisement featuring white advertisements and 43 full- 
oils and equipment page, two-color advertisements. The 
average readership rating for the 


Color vs. BEW .. Another inter- black-and-white advertisements was 
esting fact which seems to hold true 19.4. The average readership rating 
for other media as well hi h for the 43 two-color advertisements 
ond color does n was 18.4. When converted into a 

enhance the readership of an graph, these ratings show the black 


sement and white and the two-color adver- 


tisements about equally distributed 
along the graph 

This comparison does not mean 
that the use of a second color is 
always a waste of money. It mere- 
ly warns the creator of industrial 
advertising that the use of a second 
color in the layout is no assurance 
of improved readership. The use 
of a second color may greatly as- 
sist in identifying a painted prod- 


eee 
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© Materials handling ad 
AN 

© Lubricant ad 

@ Black-and-white ad 

® Color ad 


; 


LE RATS Hanes 
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Ads for certain products will consistently attract more 
readers in any one publication. Materials handling ads in one 


issue of Factory scored high, lubricant ads relatively low. 
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car of tomorrow 


The classy chassis you'll be wheeling in the next decade will 
be the streamlined brain child of a man reading this week’s 
issue of The IRON AGE. 


If he’s a metallurgist, he'll be reading about the newer, 
lighter, stronger alloys for its many moving parts. If he’s 
an engineer he’ll be looking for new methods of machining, 
stamping, welding, casting, forging, finishing — and more 
efficient components. If he’s a production man, he’ll be dig- 
ging out data on new dies and machine tools to hasten its 
construction. If he’s top administration, he’ll be checking on 
sources and prices of materials to give more value. 

No matter who he is ... if he’s a top metalworking man in 
administration, engineering, production, purchasing — it’s 
a thousand to one he’s an IRON AGE reader. 


THE IRON AGE. . . METALWORKING’S 

STAR REPORTER-FORECASTER 

For almost 100 years The IRON AGE has been collecting and 
relaying timely industry news ... hot news from a thousand 
sources, relaying it to 136,958 executives in all branches of 
metalworking. No other magazine can equal its sweeping 
coverage of so many significant metalworking subjects. 
Thus, when The IRON AGE describes the applications, 
limitations, machinability, working properties, availability, 
sources and costs of new metals, for example, it is playing 
a major role in the fashioning of future products. 


THE IRON AGE... METALWORKING’S BASIC SELLING TOOL 


Because of the broad editorial appeal of The IRON AGE— 
markets and prices, full length engineering and production 
articles, labor-management relations, weekly news published 
on a fast-paced newsmagazine schedule—it attracts top 
executives in administration, production, engineering, finan- 
cial, purchasing. And, most important to you, these execu- « 
tives are the proven buying influences in the industry. 
Metalworking is more than 45% of all industry ... it’s $80 
billion big! To sell it you need the help of The IRON AGE 
whose wide editorial range results in an unequaled hori- 
zontal circulation coverage across the industry. Also, it 
results in a greater advertising acceptance than you'll find 
in any other metalworking medium. 


The most successful salesman in the industry... ‘fronAge 


No. 1 in metalworking 
BP, 


A CHILTON PUBLICATION, 100 E. 42nd ST., N.Y. 17, N.Y. 
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employe communications 


public relations 


Southern Bell 
provides facilities 
for first network 
1) program 
originating im 


Company territery 





News Behind the News. . 


by Robert Newcomb 


and Marg Sammons 


ele casting the Derby 


M 


PN at dani 


= 
_ a 


Industry’s relations with 
Employes/ Stockholders 
Destributors/ Suppliers 


Neighbors 








Management needs faster trend 


to better company magazines 


In an election year, industry is thinking 
more intently than ever about how to 
convince workers of its fairness and of 
its worth to them. One medium for telling 
industry's story . . a medium growing in 
importance but needing further substantial 
development is the employe publica 
tion. 


It has a vast audience, generally a recep 
tive audience and if management is 
willing to speak up it has something 
urgent to say. What is being done and 
what can yet be done is told in this and 
succeeding articles in a new series by the 


authors. 


62/1 dustrial Marketi: 


® ROUGHLY 5,000 employe publica- 
tions are published in the U.S. and 
Canada According to loose but 
generally accepted estimates, these 
journals reach an audience of some 
50,000,000 
employes of business and industry, 
By any 


persons, including the 
their families and friends 


standard of circulation measure- 
ment, this is a crowd. 

Its size is certainly not to be 
sneezed off, and when one considers 
its total potential impact upon em- 
ploye consciousness, industrial jour- 


nalism is only a few notches below 


television, radio and spectator 
sports. 

It’s clearly a big business. How 
good is it? It’s as good as the in- 
dividual managements involved care 
to make it, or as poor. How many 
managements realize the big job in 
communication the employe pub- 
lication can do, if given a chance? 
No statistics are available, but 


here’s a guess: About one manage- 





YOUR CHEMICAL WORLD CUSTOMERS HAVE MANY TITLES. THAT’S WHY... 





It takes the BIGGEST 
CIRCULATION plus the 

MOST COMPLETE and 
INFORMATIVE READING MATTER 


HAYDEN B. KLINE to get your product 
President 
Industrial Rayon Corporation before all seven 


How to be a Vice President at the age 


. formula of technical know- buying and specifying groups 
how, business acumen and leader- 
aa That’s how Mr. Kline in the 24 
from research chemist . . . 
tc ede tamale... chemical and process industries. 
to vice president in charge of 





production at 28... - 
to executive vice president... Officials 
to the top. Works Executives 
Under his leadership, his company’s Supervisors 
world-renowned continuous process ost : 
for the manufacture of viscose rayon Engineers 
was achieved, In the time that Mr. Research Directors 
Kline has been with Industrial Rayon, e ’ Sate 
production has increased from 2% And ONLY with C&ENews — Chemists 
million to more than 100 million 4 Consultants 
pounds « year. with its 72,000 Circulation, 
Mr. Kline—and the professional chem- 
ists and chemical engineers who are 
associated with him—all have shared every Monday — can you BLANKET 3 
the responsibility of building their 
company into a multi-million dollar your Chemical World Market ; 
a "y sii wy | ry 


ae W 
CHEMICAL AND ENGINEERING 


Newsmagazine of the Chemical World Since 1923 














An AMERICAN CHEMICAL SOCIETY Publication 
Advertising Management: REINHOLD PUBLISHING CORPORATION 
330 West 42nd Street, New York 36, N. Y. 


CHICAGO « CLEVELAND «© SAN FRANCISCO © LOS ANGELES * SEATTLE * DALLAS 
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ment in 50 

The employe publication is the 
principal written or printed device 
of what we call “communication 
with employes,” an old and neg- 
lected science with a five-syllable, 
five-dollar label. Although the em- 
ploye publication is still a medium 
of great value for the cause of in- 
dustrial harmony, it is often the last 


item on the agenda. It’s the thing 
companies worry about when there 
is nothing else left to worry about. 
It’s the management mouthpiece no- 
body has time for when business 
is booming, and it is among the first 
of the fringe benefits to be booted 
out of the place when things get 
tough. What it needs . . and what 
it is beginning to get .. is a vote of 


confidence. 





Communications man of the month.. 


Editors honor the ‘grand old man’ 


of company publications 


Clement E. Trout 


® WHEN the Society of Associated 
Industrial Editors one of the sec- 
tional groups in the national indus- 
trial editing network assembled 
a few weeks ago to pay tribute to 
its perennial secretary, Clement E 
Trout, the members were actually 
paying tribute to the father of in- 
dustrial journalism 

Professor Trout, who is head of 
the technical journalism and publi- 
cations departments at Oklahoma 
A&M College at Stillwater, has 
made so many contributions to the 
development of industrial or com- 
pany journalism that space permits 
mention only in catalog style 

It was he who first sensed that 
universities can and should offer 
courses in specialized journalism, 
and as early as 1928 courses leading 
to a degree were built at Oklahoma 


64 /indu strial Marketing 


A&M; for several years a student 
has been able to develop his jour- 
industry that 
specifically interests him. Fifteen 
years ago Professor Trout recog- 
nized that industrial editors in the 


nalism around an 


southwest needed some form of fra- 
ternity, and out of his idea came 
the SAIE . . the good professor took 
over the thankless mantle of secre- 
tary and has had the job ever since. 
When the assorted editors’ groups 
decided to consolidate in 1941, he 
was drafted to develop the constitu- 
tion, and has served his parent body 
the International Council of In- 
dustrial Editors in a variety of 
assignments from then forward. 

A few years ago Professor Trout 
launched a short course for editors 
of company papers. It is a week- 
long work conference, where vol- 
unteer editors, publishers and me- 
conduct cram 
courses for the students. The 1951 
conference attracted 60 industrial 


chanical craftsmen 


editors from many states and Can- 
ada. Today his Technical Journal- 
ism Department offers a four-year 
curriculum leading to a degree in 
industrial journalism 

For many years he has felt that 
industrial journalism has a great 
and lasting service to perform for 
industry, and that the best job will 
people trained for it 
From this 
acquiring 


be done by 
and enthusiastic about it 
crusader students are 
sound training and, by direct con- 
tagion, a lot of real enthusiasm. 


Employes Yawn .. The need for 
better understanding between em- 
ployer and employe has_ been 
trumpeted from the platform of 
every management conference for 
a long time now, and some of it was 
bound to sink in. The first reaction 
of management was to buy free 
enterprise literature in package lots 
and distribute it to employes. But 
the appeal was general, the specific 
applications few, and employes were 
inclined to yawn off such material 
as being without interest or point. 

Employes, it has been clearly 
shown, look for the sort of thing 
that applies directly to them, at 
their own local level. The employe 
publication is a local level tool; it 
isn’t designed to appeal to the em- 
ploye of another company (although 
some employe publications do). By 
and large, it is tailor-made . . or it 
should be. 

The great majority of manage- 
ments continue to look upon the 
“house organ” as an amusement de- 
vice designed to record the com- 
ings-and-goings of shop employes. 
Other more realistic leaders of in- 
dustry have come to view the em- 
ploye journal in a new light. It is, 
and should continue to be, a medi- 
um for and about personnel; this 
the companies acknowledge. It 
should be, in addition, a means of 
informing the employes about the 
company’s policies, programs, per- 
sonnel and products. 

It should be the firm, clear voice 
of management, and it should reflect 
the ideas and opinions of employes 
as well. Look upon the employe 
publication as a meeting place, not 
only for the exchange of pleasant- 
ries and important news, but for the 
discussion of matters of common 
concern. 

Among the encouraging trends, 
which are growing but which need 
even more stimulus if business is 
to do the job that needs to be done, 
are: 


1. Management is beginning to 
evaluate all forms of communica- 
tion with employes, and among the 
printed devices, the employe pub- 
lication commands a large share of 
attention. 


The modern employe publication 
reflects some of the thinking on 
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if you sold electric hoists would you call here? 


A BARREN FIELD like this one wouldn't get a second glance 

from any one of your salesmen... but the field disappeared 

just three years ago. Today a metalworking 

giant has grown on this spot... a flourishing 

outlet for your products ... the modern plant shown below. 

Here is one of hundreds of new metalworking plants that didn’t 
exist 5...3...even 2 years ago. These represent a whole 

new market added to the world’s biggest industry. It’s a fast-growing 
market that offers you a tremendous opportunity. 

STEEL Magazine—through its continuing census of Metalworking 
plants and controlled distribution—enables you to direct your 
advertising to this new market as it grows. Ask the man from 

STEEL to show you how STEEL matches its circulation to the 
growth of your metalworking market. 

The magazine of the men who 
manage, operate and buy for the 


Metalworking industry .. . 








MOL ed 


Y 


> 


New Lancaster, Ohio, plant of Diamond Power Specialty Corp. 


STEEL + Penton Building + Cleveland 13, Ohio 





alersatile service 
that can help you... 


dramatize 


new product announcements, 
sales and advertising pro- 
grams at dealer, distributor, 
sales, director and stockholder 
meetings. 


International Harvester distributor meeting 
announcing a new line of products. 


Operating cutaway, 
DeSoto Firedome V-Eight 
engine, on turntable, 

with sound. 


displa 

splay 
product superiorities, 
uses, operating prin- 
ciples or methods in 
dynamic and interest- 
ing ways in display 
rooms, museums or at 
specialized showings. 


promote 


better selling by dealers, 
better use of display 
through stimulating show- 
rooms. 


Electric Co. showroom 
Furniture Mart, Chicago 


GENERAL EXHIBITS AND DISPLAYS, Inc. 
2100 NORTH RACINE AVENUE, CHICAGO 14, ILLINOIS * Phone: EAstgate 7-0100 


Designers and Builders: EXHIBITS, DISPLAYS, SALES MEETINGS, SHOWROOMS, MODELS, DIORAMAS, ANIMATIONS AND CUTAWAYS 





12-year campaign in ‘wrong 


media’ builds Warner & Swasey 


By D. M. Pattison Vice-Pr 














A campaign in which the copy sells free 
enterprise and “Americanism” has been 
running for 12 years in business publica- 
tions for Warner & Swasey. “Many people 
tell us we are using the wrong papers 
for this kind of message,” says the author. 
Among the critics were the Copy Chasers 
[IM, May. p. 73]. In the following text 
of an address at the annual conference of 
the National Industrial Advertisers Asso- 
ciation, Mr. Pattison explains why the com- 
pany thinks it used the right papers. 





® OUR ADVERTISING program was 
planned, created and developed to 
sell Warner & Swasey products to 
top management. That is its prime 
purpose. 

To get a proper perspective, I'd 
like to take you back to 1936 when 
our program was started. 

At that time the machine tool in- 
dustry was just recovering from the 
worst depression it ever went 
through. Sales had fallen to as low 
as 4% of capacity. 


Clifford Stilwell, who was then 
our sales manager, asked the sales 
force what the home office could do 
to help in the field. Their answer 
was: advertising that will help us 
reach the top men in industry. 

We knew our product advertis- 
ing was reaching production execu- 
tives and down the line in the fac- 
tory to all the important men our 
salesmen contact. 


Story for Management. . We also 
knew that we were not reaching in 
the other direction. We knew that 
many times, if not every time, a 
treasurer, vice-president, general 
manager, president, director, or sev- 
eral of them, were passing on ap- 
propriation requests for new ma- 
chine tools. And many times they 
were getting into the detail of the 
particular machine: to buy. We 
wanted our story to reach those 
men. 

We were a small company with a 
small budget, so this was a major 
problem. And the depression had 
left us with not a dollar to waste. 

For 55 years Warner & Swasey 
had handled its own advertising 
We had always felt that no outside 
organization could ever understand 
our kind of company and the kind 
of job we were trying to do, and 
then interpret it. 

However, Cliff Stilwell, dynamic 
person that he was, did considerable 
searching around and finally hired 





The name doesn't matter— 


only the meaning of Free Enterprise 











an agency that filled the bill. They 
have handled our account compe- 
tently ever since. 

They lived with Cliff for a while 
and came up with the modest rec- 
ommendation which was started in 
the middle of 1936 a series of 
two-thirds pages on the economics 
of modernizing your plant. 

Then along came another depres- 
sion . . the very sharp one of late 
1937 and early 1938. It was in that 
period that an advertisement of a 
slightly different nature, but still on 
the economics of modernization, was 
run. The headline, “The sun al- 
ways rises,” sets the theme that 
America is too great, too powerful, 
too dynamic to sell short; that the 
wise business man should not throw 
in the sponge but should have com- 
plete faith that business would rise 
again, and that he should use the 
interim to modernize his equipment 
and so get himself in a stronger 
low-cost position. 

This advertisement 
much comment that from that day 
on our campaign has become broad- 
er and broader along this and sim- 
ilar lines. 

In 1939, after Poland was invaded, 
we knew that war had come. Up 
to noon on that invasion day we 
received orders for more turret 
lathes than we sold in the years 
1932-34 combined. 

A few days later Mr. Stilwell 
called in the agency for an impor- 


caused so 
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There is no substitute for successful 


For Low-Cost, Space-Saving 
All-Purpose Storage 
LONG LIFES 


oe GISHOLT.°-:. 
.@ 
The Oliver Corporation 
industrial tractors 


Gisholt Machine Company 
machine tools and 


Gardner-Denver Company 
SPEED PRODUCTION ‘™¥4 PumPs, 
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Fairbanks, Morse & Co. 
power, pumping and weighing equipment 
Barrett-Cravens Company . 
lift trucks and portable elevators 


Signode Steel Strapping Co. 
power strapping 
Owe ee 


Foote Bros. Gear and Machine Corp. 
gears, enclosed gear drives and special machinery 


high purity water 
ft. 
Deastorn 


Dearborn Chemical cmane 
water conditioning equipm 
z. 22 
= S&S se 


we REL pment 


Specialists in durable goods and services for home, farm, 
Chain Belt Company 
concrete mixing, placing and hauling equipment 





experience 


for instance 


“Practice makes perfect’? may be a little strong. But you.can’t work 29 
years at something without getting pretty good at it. 

That’s how long The Buchen Company has been advertising durable 
goods, consumer and industrial .. . your kind of product. Each year has 
brought a closer knowledge of the durable goods field . . . of its products, 

we markets, channels of distribution ...of its special sales problems and 
Heave-Ho by Puct-butlon the special ways to solve them. 
wis’ Df Today many of the most successful advertisers in this field and others 
ie are profiting by The Buchen Company’s experience. We believe you will 
not find its equal. 


c rr 
RARMISCHEEGER 





Here are clients of The Buchen Company 
Harnischfeger Corporation who produce heavy machinery 
weer — —and typical advertisements which 
The Buchen Company prepared for them. 


7S atl 
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oF CONTROL | i aseom-omem HEAVY DUTY DITCHER 
roe a 


GEL fo torres cass por toot of trench 
bn ati meather 





<i | 
HANNIFIN ¢ * 

| 4) be 
hydraulic presses and other equipment — me 


Barber-Greene codsnaandstianl 


Barber-Greene Company a 


ditchers and other construction equipment @ Hobart Be, 


The Hobart Manufacturing Company 
food machines 


3 On On sO Opa Gee Gx OWA) B cea WA'D We DAILY NEWS BUILDING, CHICAGO 





tant meeting “We are at war he 
said, “and we're going to manufac- 
ture ourselves out of busines » 
as we did in the First World War 
As you well know, Warner & Swasey 
is widely known in that segment 
of business which uses metal turn- 
ing equipment, but we are not 
known at all beyond that segment 
I don’t know what we are going to 
make when this war is over, but I 


want such a reputation for this com- 


pany that even if it’s baby carriages 
the Warner & Swasey name will sell 


How to do it is your job, but 


them 
that’s what has got to be done.’ 

Out of that conversation came 
the Americanism campaign we have 
today 

How popular was the campaign? 
One of the first ads in the series 
was run in 1940 right after the 
fall of France to the Nazis. It was 
“Wonder what a French- 
man thinks about 

Soon after that 


headlined 


advertisement 
broke, comments began to pour in to 
us and we knew we had touched 
a popular chord We began to get 
requests for reprinting the adver- 
tisement as plant posters, pay en- 
velope enclosures, ete We kept as 
} 


accurate a record as we could of 


the number of times that one ad- 
vertisement was reprinted, and the 
number soon passed 4,500,000 
Through the period before Amer 
actuaily entered the war, we 

ried in our campaign to warn the 
country that we must be ready to 
protect ourselve As you might 
expect, sevet times we were called 
warmongers, but many, many more 
times we received letters I raise 
from bus ‘SS men si 
housewives, and a complete 
section of America 

We and our agency 
quent, close conversati 
could see a changing 
enterprise 
We wanted 
small as it 
our own business by tryi 
form people to keep the s\ 
dei which our com 
started and had grow: 

Out in the field as 
time, I began to sen 
cumulative effect of 
We had always been a 
with a fine reputation. None 


salesmen ever had any t: 


68 /In lustrial 








monn 
Own lEND 


ting e manufacturing per- 
sonnel. But now we began to find 
that many other doors were open 
is. In fact, many people not 
in the manufacturing departments 
were anxious to see us and talk 
about oun company and our adver- 
tising campaign 
We were then building a stronger 
and more widely accepted position 
in industry We 


acceptance for new 


were building an 
products that, 
by the way, we are now manufac- 
turing. We have never gone into 

baby carriages, but 
textile machinery and road_ build- 
machinery are certainly differ- 
tools We are 


cing them and selling them 


from machine 


successfu 


lly and in quantities 


In 1940 our stock, which had been 
privately held, was put on the open 


market The New York 


who handled the sale of our stock 


broker 
asked for sets of our advertising 
proots tor ea h of his salesmen, and 
the salesmen used them widely and 
found people who knew our com- 
pany favorably. They had no other 
way of knowing us except through 


our ads 


I have not referred to this as an 
“institutional campaign.” Our cam- 
s very definitely for the pur- 


‘ling machines and we 





know it is doing so. Let me put it 


this way If an executive commit- 
tee or board of directors has three 
proposals presented to it for the 
purchase of machine tools, and if 
they pick up the one with Warner 
& Swasey on the cover first, our 
advertising has been successful, be- 
cause that’s all we can ask for 
And we know by checking case 
after case that that has been hap- 


pening 


Mail, Too .. This campaign has 
even sold machines almost by mail. 
A man 
office one day and said he had 


walked into our Atlanta 


never heard of our company except 
through our advertising, and wanted 
to give us an order for a _ turret 
lathe. Out in Omaha, Neb., a Buick 
distributor, when he couldn’t buy 
cars during the war, turned his ma- 
chine shop into a small subcontract- 
ing plant for Martin aircraft. He 
telephoned us and ordered two tur- 
ret lathes. When we asked him 
why he called here he said, “I have 
been reading your advertising and 
any company wi‘h that philosophy 
must make a good product.” 

I bring these minor incidents up 
because they are indicative that we 
did what we started out to do. Two 
sales don’t make a quota but they 





YPE OF INFORMATION DOES THE READER 
LOOK FOR IN INDUSTRIAL ADVERTISING?™ 


Case Study Shows: 
INFORMATIVE ADVERTISING 
ASSURES READER INTEREST 


PROJECT: To determine the type of informa- 
tion most helpful to men with buying influence. 


PROCEDURE: Questionnaires were mailed to 
a cross section of one industrial company’s cus- 
tomers and prospects in eight fields of industry. 
A total of 1,420 replies by men with buying in- 
fluence in industry was evaluated. 


RESULTS: Replies grouped according to the 
respondents’ function in industry showed that 
men in management found case histories and 
illustrations of the product most helpful to 
them. Information pertinent to the physical or 
chemical properties of a product was useful to 


men in production, research, and purchasing. 
CONCLUSION: Men who influence buying in 
industry prefer advertisements which have fac- 
tual information about a manufacturer’s prod- 
uct and its application. 


* * * 


A complete report of the above study is con- 
tained in our Research Department’s Labora- 
tory of Advertising Performance Data Sheet 
#3236. If you want facts regarding this or other 
subjects related to business paper advertising, 
ask your McGraw-Hill man. 


MOST HELPFUL TYPES OF INFORMATION IN ADVERTISING 


Research & 
Development 
137 Replies 


40% 





Purchasing 
258 Replies 


Production 
278 Replies 


TYPES OF 
INFORMATION 


Management 
694 Replies 


Total Replies 
1,420 Replies 




















Case Histories 46% 33% 


Physical and 54 
Chemical Qualities 
General Product 


Information 


Actual Photos 
or Drawings 


Laboratory Test 
Data 


Offer of Booklet 
Replies in each group add up to more than 100% because many men checked more than one type of information. 
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Industry forecasts hinge on inventories, 
raw material prices, population changes 


Business forecasting is so important to top executives that Industrial Marketing asked a 
group of them these questions on how they go about it: 

What methods do you use in making forecasts in your industry? 

Do you have a market research department or outside marketing counsel to assist you in 
forcasting? 

How do you predict customer demand? 

In your opinion, what are major danger signals that, when they appear, indicate the 
possibility of coming recession . . even mild recession? 

What do you think will be the general business trend in your own industry in the next 
six months? In the next two years? What are the major influencing factors? 


The following are the answers given by management. 





ing that and also the forecasted 

general business outlook, we are 

able to pretty accurately determine 

future demand f . 

K. R. Beardslee f demand for our products 
, of the major danger signals 


we watch carefully is the 


tm forecasted level of durable goods 
f pi Ictlo! We are also very much 

the tremendous effect in- 
general business 
Federal 
Board Durable Goods Index. Our from the level of production. As a 


® WE BASE oul ventory 


accumulation or liquidation 


forecast on the Reserve an have on our business, aside 


billings are correlated to this index result we also watch closely inven- 


to establish a set pattern. Into this tory levels both in the hands of 


we factor other known quantities users and in distribution channels 
such as forthcoming new products We can't help but feel that the 
etc. From this we can forecast ow business trend for the next six 
general business outlook months will be up, mainly because 
For determining future deman of defense production and an in- 
on specific products we rely on in- ease in demand for consumer dur- 
dividual market studies to deter- As a matter of fact, we 
mine first, the position of the total feel the trend will be up until some- 


able goods 


industry and second, where we time late in 1953 when defense pro- 


stand in the total industry. Know- 
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duction reaches its peak 


management 


A monthly discussion, 

in which industry’s top 
executives talk frankly about 
management policies 

dealing with current industrial 
marketing, selling 


and advertising problems 


William J. MclIlvane 


® WE MAKE forecasts of our future 
sales by keeping in close touch with 
the industries which we serve and 
by using all available factual infor- 
mation concerning the future plans 
of those industries, which include 
electric light and power (transmis- 
sion and distribution), railroad sig- 
nalling and communications, tele- 
phone, telegraph and electronics. 

We do our own market research 
work which includes regular reports 
and forecasts by our market sales 
managers, each of whom is respon- 
sible for one of the markets men- 
tioned above. 

Customer demand is predicted in- 
sofar as practical from available in- 
formation concerning future con- 
struction and operating plans of the 
major industries which we serve. 
Again our market sales managers 
play an important part in such pre- 
dictions. 

Prices of basic raw materials 
which we purchase have proved to 
be a reliable indicator of coming 
events. Practically without excep- 
tion, stable or increasing prices for 
copper and steel signal good busi- 
ness for us while softening of prices 
for these two metals always serves 
as a warning of a future decline. We 





also watch our order backlogs as 
well as our distributor and customer 
inventories as reliable signs of fu- 
ture events. 

Resulting from continuing rearm- 
ament activity, increasing demand 
for our wire and cable products 
from the communications and elec- 
tronics industries and a continuing 
shortage of copper, the trend of our 
copper-covered steel wire and cable 
sales will be upward for the next 
Beyond that I hesitate 
to make any prediction. 


six months. 


. H. Baker 


resident 


® FORECASTING in our business uses 
as a basis, population trends, mar- 
riage statistics, and housing starts. 
The last is particularly important as 
it is affected by present or probable 
‘federal controls. 

Market research advice is given 
to top management by the sales de- 
partment and our market experts. 

Short range forecasting is rela- 
tively simple in our company since 
there is a 90-day lag between the 
time a new home is started and the 
time our materials are needed on 
the job. 

We feel that the major danger 
signal indicating a possible coming 
recession is an abrupt and wide- 
spread curtailment of buying by the 
general public. When the custom- 
ers purchase necessities only and 
limit their expenditures, a recession 
is sure to follow. 

The next six months, as well as 
the next two years, in the building 
industry promise to be good. This 
does not mean, however, that hard- 
hitting, creative selling will not be 
necessary, since housing starts are 
expected to approximate 1,000,000 
a year for the next several years, 
and an industry geared for 1,000,000 
homes, as is the building industry, 
will require expanded sales effort 
on the part of the individual com- 
panies to increase their business. 

The principle reason for feeling 
bullish about the future of business 


in the building industry is the fact 
that there is a definite need for 
1,250,000 new homes each year for 
at least the next decade or two. 
This backlog of necessity indicates 
a strong demand for building mate- 
rials in the years to come. 


George Gorton III 
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® FORECASTING volume in our busi- 
ness, machine tools, is extremely 
difficult due to the cyclical nature 
of this industry, which is even more 
pronounced in recent years because 
of U. S. government rearmament 
and foreign aid policies. 

Peace-time domestic and foreign 
customer machine tool purchases 
for either plant expansion or re- 
placement can be predicted with 
fair accuracy, as these are invari- 
ably the result of long-time pro- 
grams. Government tool purchases 
in our experience, however, come 
suddenly and in large volume 
dictated by a shift in foreign policy, 
or improvement in military tech- 
niques. Such orders are often based 
on estimated requirements, subject 
to revision in quantity and some- 
times to wholesale 
when partially completed. 
tool allocations, both domestic and 
foreign, and the necessity for ex- 
port and import permits, add addi- 
tional complexities in attempting to 
forecast schedules and ship-nents. 

The experience of a machine tool 
writer 


cancellations 
Machine 


salesman with whom the 
talked recently points up these un- 
certainties. This man sells on a 
commission basis, and for the first 
six months of 1952, booked $600,000 
of orders, but to date he has also 
had $460,000 of cancellations, leav- 
ing a net of $140,000. 

We rely on our senior manage- 
ment group for business forecasting, 
using those individuals having clos- 
est contacts with our customers, 
dealers, and 
agencies. They analyze order back- 


various government 
logs . . dealer sales quotas . . out- 


standing quotations in the light 


of general business and machine 
tool industry trends. 

Domestic machine tool purchases 
have always provided a fairly ac- 
curate business barometer, and 
while we feel from these that no 
major recession is imminent, there 
are many signs indicating that in 
various industries, production has 
caught up with demand. This is 
increasingly true of our own busi- 
ness and of the machine tool in- 
dustry. 

The Korean war released a flood 
orders which 
February, 


of machine _ tool 
peak in 
1951 with a resultant industry back- 
log of 23% Meanwhile, 
with orders declining, the industry 


reached their 


months. 


has been driving to increase its pro- 
duction of urgently needed tools for 
our rearmament program and is 
currently operating at three times 
the January, 1950 volume. 

In May, 1952 for the first time, the 
rate of machine tool shipments ex- 
ceeded new orders. Average back- 
log for the industry is now 18 
months and declining rapidly. Steps 
are being iaken by the National 
Authority to remove 
less critical tools from allocation, 


Production 


and we believe that within another 
12 months this industry, like many 
others, will be on a very competi+ 
tive basis, but with a continuing 
than 
the postwar low experienced durs 
ing 1948 and 1949. 


volume substantially higher 


® wE bo Not follow any prescribed 
formula or employ outside market- 
ing counsel for purposes of business 
forecasting. Generally speaking, 
obsolescence is not a problem in the 
hand tool business, and for that rea- 
son accuracy in forecasting custom- 
er demands over a given period is 
not paramount. 

Obviously 
problem of keeping inventory in line 
Outside of 
general business forecasts, our prin- 


there is always the 
with market conditions. 


continued on page 137 
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oly EDITORIAL LEADERSHIP 
such outstanding LEADERSHIP 


EDITORIAL LEADERSHIP PLUS SUPERIOR “QUALITY-READER” 


PUTMAN PUBLISHING 


Publishers of FOOD PROCESSING and CHEMICAL PROCESSING 


NEW YORK CLEVELAND DALLAS DETROIT ROCHESTER 
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Can create 


m “Quality-Reader’ RESPONSE 


CHEMICAL PROCESSING outproduces all other chemical 
magazines in ‘‘quality-reader’’ response from key manage- 
ment men. 


This is logical, for 


Editorial Excellence is the prime prerequisite before 
leadership in readership can be achieved . . . 


..and exceptional ‘‘quality-neader’’ response is 
impossible unless superior readership has been 
achieved. 

This basic formula...and this alone... builds 
superior advertising values. 


No “‘finely spun theory’’ can substitute for such 
“proof of readership through performance."’ 


What is “best editorial’? Can you tell? 


If you judge magazines by their editorial 
content, you'll want to read these helpful 
“aids to advertisers’ ’- 

a. How Editorial Excellence Builds Superior 
Readership. ..a booklet discussing 
what kind of editorial top-flight man- 
agement men prefer, and why. 

Audits of KNOWN Readership... not 
‘readership study’’ reports, but actual 


audits of KNOWN ACTION of readers. 


Ask for either, or both, by name. No charge. 
Write address below. 


RESPONSE EQUALS SUPERIOR ADVERTISING VALUES ceereccceceesese seen ee eee ee OOS SESS SESS OOS OOESOSOTESEHEEs 


Creators of PUTMAN-STYLE Magazines 
C O M P A N b . «« terse, vital editorial; “hand-picked” cir- 
culation; square, high-visibility formet; quality 


i ° 
111 East Delaware Place, Chicago 11 ee ne 


LOS ANGELES PORTLAND SAN FRANCISCO ST. LOUIS ATLANTA 
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do show that our program has taken 
hold 
I be lie ve 


item like a tube of tooth paste 1s 


that a casual purchase 


bought almost by reflex action. But 


goods like our’ products 
rage $20,000 per unit, ar 


tudied 


where we 


purchases Every- 
go we know that the men 
who control these studied purchases 
know our company and know us 
favorably 


We have 


very men oul 


succeeded in reaching 
campaign Was 
originally designed to reach the 
top executive, the member of the 
executive committee, and the board 
of directors whose favorable nod 
we must get 

How do we know this? Through 
our sales managers and officers it 
is our business to be in touch with 
as many customers and prospective 
We all have 


whereve! 


customers as we can 
the same experience 
so and talk to key executives 

we are told that our product is be- 
ing favorably considered or that the 
gale has actually been consummated 
because of the reputation our ad- 
vertising has built for our company 
You must understand that in sell- 
ing machine tools we not only com- 
pete with other machine tool mak- 
ers but we compete with the fear 
In other 


must sell not only our 


of spending money at all 
words, we 
Machine tool against another, but 
we must sell the idea of investment 
That’s why ou 


during the war stimulated produc- 


campaign, which 


tivity, has in the last few years been 
on the subject of sound economics 
We are 


to get the facts of economi 


trying in our small 
across to all our readers, knowi 
that if we do, the soundness 
keeping a plant modern, the \ 
necessity of keeping costs low 
inevitably lead to the purchase 
our product. We also know that 
we can get the working man to un 
derstand the facts of ec: 

he will make the most and best us« 
He'll 


come to know that a modern ma- 


of the modern tools we make 


chine tool is vital to his economic 


welfare 
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We know that this is being ac- 


complished in a modest way, at 
least 

In the early days of the war a 
Kansas City company reprinted one 
of our advertisements in the Kansas 
City Star 


dent got a letter from the president 


A year later our presi- 


of the Kansas City company saying, 
“You 


that one of our former employes is 


may be interested to learn 


just back from Guadalcanal where 
he saw our reprint of your ad torn 
out and tacked up on ten American 
army hut walls.” 

Toward the end of the war we 
had a letter from the commanding 
officer of an air base in Texas who 
said: “I have 300 civilian employes 
who are the worst malingerers I 
have ever seen. I dare not fire them 
because we cannot get any more. 
A couple of months ago I started 
tearing out your ads and putting 
them on the bulletin board near the 
water cooler. We haven't had any 
malingering since.” 

One of our prized possessions is 
a penny post card from a shop stew- 
ard in one of the big automobile 
plants in Detroit. Here’s what he 
said, “I tear out your ads and put 
them on the bulletin boards in our 
I think they are help- 


for ge shop 


ing increase production. Keep them 
Ip.” 


More recently we have had let- 
ters from school teachers who are 
using our advertisements in their 
classes, a minister who uses one 
every once in a while as the text 
for his sermon, and newspaper edi- 
tors who reprint them as editorials. 
A group of companies in the east 
reprints each of the ads as a quarter 
page in all the newspapers in their 
Then about once a year 


county. 
they have a quiz on the economics 
of business among the school chil- 
dren of that county, and these busi- 
ness men tell me they are convinced 
that a more healthy understanding 
of the truth about business is be- 
ing spread among these _ school- 
children and through them back to 
their homes. 


Many people tell us we are using 
the wrong papers for this kind of 
message. As I said, the primary 
purpose of our program is to help 
We do want to 
do everything we can for our coun- 


sell our products. 


try as we know we won't be selling 
machine tools unless free enterprise 
We want our children 
to have the same opportunities we 
have had opportunities to pick 
their own jobs and carve out their 
Warner & Swasey is, 


is preserved. 


own futures. 
as I have said, a small company and 
we couldn't afford to run these mes- 
sages in mass circulation media, but 
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The East Chicago plant of American Steel 
Foundries is a giant by any standard of com- 
parison—over 30 acres under one roof! 


Plants like this are becoming more and more 
typical of the trend in foundries today—up-to- 
the-minute in design and equipment—geared 
for high speed production to meet the ever- 
growing demand for castings. This dynamic 
industry is one of the most active of all 
industrial markets. 


. foundries spend over $1,000,000 hourly 


for materials and supplies! 


. value added by manufacture by foundries 
is $12,000,000 daily! 


Do You Have This Marketing Guide? 
“How To Sell The Foundry Market’ is 
free. Write us or ask your FOUNDRY 
representative and a copy will be 
mailed to you. 


Big enough to hold 


30 FOOTBALL FIELDS 


under oneoundry roof! 


. total value of foundry production approxi- 
mates $104,000,000 weekly! 


. foundry capital investment in plant facili- 
ties and equipment exceeds $8,000,000 
a month! 


. castings production last year hit an all- 
time high of 19,000,000 tons! 


The way to blanket this dynamic industry is 
through your advertising in FOUNDRY. It 
will reach over 45,000 foundrymen who 
influence buying in the foundries which 


account for 94% of all castings production. 


It's Time to Sell to Foundrymen 


WHEREVER METALS 


Reaching every foundry employing over 50... and 86% of all others /A Penton Publication, Penton Building, Cleveland 13, Ohio 
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Today if’s more and 


Last year America’s electric utilities generated more than 370- 


billion kilowatthours of electricity — over two-thirds of it with steam 
power —142-billion more kwhrs than in 1944. And the demand for 
power keeps growing. 


THE BIG O. K. 


When your product is displayed and explained in Power, you are 
talking to more than 45,000 men who direct and operate the flow 
of power to all of America’s industry ... who buy the equipment it 
takes. They wield a mighty big O.K. Together, they number far 
more than any other power-field audience, and they are available 
at lower cost per important contact. 
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The first Babcock & Wilcox 
boiler was patented in 
1867. When this advertise- 
an resp trstrfieaedevatecaovure eiaboeeaa aie : ment appeared in Power 
SEND FOR THIS BOOK ase aS ~~. omnte wal i in 1887, B&W had grown 
ag os to a vigorous, successful 

: young manufacturing firm 

N. Ton p oak 3 . with 50 people working in 

2 fi ae its New York sales office. 





‘ sh 
f 56518 ouiveR st. P 2 | % , 
ey PurapeLPHtA: PA. \ \ TODAY in the brand new 
Ls 32M. S™S a = = fige 
Se PITTSBURG 0c, ZA executive offices in New 
CLEVELAMO.0. 412 PEARY-PAYNE BG. © igor aaiiaenessimnmn York you ll find 850 em- 
wens JEFFERSON ST, 75% a a ployees. And there are 

NMCAPOLIS mina, 604 CORN EX | ; ‘ ae 
rw OMALIRELL S7tunouencs ial manufacturing plants in six 
states and a total of 14,000 


WAYAWA Copa tig’: cane pea mci 
in the B&W family. 


B&W has advertised con- 
sistently in Power for more 
than 68 years. 
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we do get that type of circulation. 

For instance, a very considerable 
number of companies use Warner 
& Swasey advertisements regularly 
in their house organs, as pay en- 
velope enclosures, as plant posters, 
and in economics courses they are 
giving their employes. A _ careful 
and conservative estimate of this 
circulation is at least 30,000,000 a 
year. My own opinion is that it is 
more nearly double that. 

We get thousands of letters, some 
of them quite bitterly opposed, 
when we attack Communistic think- 
ing. Every such letter is answered 
individually, and our agency tells 
me that they think we have ac- 
tually converted a few people from 
Communism, judging by the third 
and fourth answers in the chain of 
correspondence our letters have 
launched 

A good many people have asked 
me how we work with our agency 
on this campaign. We know per- 
fectly well that the committee ar- 
rangement would be completely im- 
Therefore, from the in- 
ception of the program the system 
First, we take 


our agency into complete confidence 


possible 
has been the same. 


as to the condition of our business, 
what we are thinking and planning 
as far ahead as we ourselves know 
it. Periodically, Ken Akers [Ken- 
neth W. Akers, president, Griswold- 
Eshleman, Cleveland, agency for 
W&S] sits down with me and ou 
other officers, and we talk Warner 
& Swasey. We also discuss the con- 
dition of the country 

I know Ken does, continuously, 
a great deal of reading, and he has 
two very good helpers in his office 
It is then up 
to him to come to us with a piece 


on economic research 
of copy. We turn it down or accept 
it, but we never rewrite it 
As vice-president in charge of 
sales, I am the only one who even 
sees the advertisement. Incidental- 
ly, Ken brings it to me in type- 
written form I never see a lay- 
out nor a proof for O.K 


believe, nor have my predecessors 


I do not 


believed, in putting our wording in- 
to the midst of Ken Akers’ writing, 
because I know that would be un- 
sound and unwise. I don't think in 
the years we have worked together 
we have turned down more than a 
dozen advertisements, and most of 
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those have been for company policy 
reasons 

Then the agency sets the adver- 
tisement in proof and ships it, send- 
ing us press proofs for our own files. 
I then send one such proof to the 
president, executive vice-president, 
and manufacturing vice-president of 
our company. If there is any policy 
violated there is still time for them 
to call me and discuss it, but that 
almost never happens. 

I think another interesting point 
in our agency relationship is how 
we arrive at our advertising appro- 
when our 


priation Years ago, 





agency relationship was new, the 
agency came out to see us with 
studies of the industry, advertising 
trends, etc. Walter Bailey, who was 
the man they were then working 
with, said, “I think that’s a hell of 
a way to arrive at an advertising 
appropriation. Now we are going 
to tell you what we expect our ad- 
vertising to accomplish. Then you 
tell us what it takes to accomplish 
that. That is the way to arrive at 
We have oper- 
ated on that basis ever since, and 
plan to continue 


an appropriation.” 


I have heard Ken Akers express 
many times the sentiment that “This 
campaign is simply a reflection of 
the character and personality of 


Warner & Swasey and its people.” 
I think I can say that with perfect 
modesty because this campaign was 
created long ago, and on that defini- 
tion was the reflection of the two 
Stilwell brothers, one of whom is 
still president, and Mr. P. E. Bliss, 
president when the program was 
started. To me it is a good defini- 
tion of what any advertising ought 
to be. I am glad our agency has 
that concept of our company, and 
I believe, too, that it has reflected 
the company as I believe it is. 
Through this advertising Warner 
& Swasey has sat in thousands of 











directors’ meetings, executive com- 
mittee meetings, production execu- 
tive meetings, where no Warner & 
Swasey man could ever sit . . but 
Warner & Swasey, I repeat, has sat 
there and has spoken forcefully be- 
cause our philosophy has spoken 
for us . . our philosophy as expressed 
in our advertising. 


Robert N. Nelson . . former assistant sales 
manager, has been named sales man- 
ager, Pneumatic Div., Sundstrand Machine 


Tool Co., Rockford 


G. B. Richards . . former executive vice- 
president, has been elected president of 
PW Cincinnati manufacturer of 


valves and fittings. 
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Long live teamwork! Mexico acclaims U. S. 
know-how, equipment and materials that went 
into its first synthetic ammonium sulfate plant. 
Converting natural gas into valuable fertilizer, 
the $10 million plant was designed and con- 
structed by Chemical Construction Corpora- 
tion, an American Cyanamid Company sub- 
sidiary. 


American manufacturers shout the prais- 
es of teamwork, too. For the same teams of 
chemists and chemical engineers who work 


together in all industrial activities are the buy- 
ers and specifiers of the equipment, chemicals, 
raw materials and instruments their plants 
require, 


That’s why everyone benefits because of 
INDUSTRIAL AND ENGINEERING 
CHEMISTRY. Professionals find only in 
ISEC the volume of work-material essential to 
research, development, design and production. 
You can find the way to greater sales with your 
product story in I&EC. 


For I&EC’s professional audience is the greatest concentration of buying 
power in the chemical and process industries. 


INDUSTRSAL sc ENGINEERING 


The Workmagazine of the Chemical and Process Industries 





Te 





An AMERICAN CHEMICAL SOCIETY Publication 


Advertising Management: REINHOLB PUBLISHING CORPORATION 
330 West 42nd Street, New York 36, N. Y. 


CHICAGO © CLEVELAND © SAN FRANCISCO © LOS ANGELES © SEATTLE © DALLAS 


August 1952 /79 





vays ready to see a 

ilesman Ww has helpful information 

We are too busy, generally, to talk to 

1. discretion when deali those who only drop in looking for an 
The salesman who can be order. There is certainly enough informa 
vith knowledge of a customers tion in the aggressive salesman’s hands to 
processes is assured of the opportunity give the buyer a picture of product 
to recommend the correct material for changes, availability, price trends — in 
application in question A good sales fact, anything that gives the buyer some 
should be an ambassador of good thing concrete to work on. By providing 


for his company, a service station this, he aids in securing better coopera 


equipped with all the tools of kno 


} 


tion with the other departments in our 
is company, its products own organization with which the buver 
savs Lyall C. Stlp, General must work,” savs A. G. Ruediger, Di- 
Agent, Kimberly-Clark Corp., rector of Purchases, Carrier Corp., Syra- 


cuse, New York 


The industrial salesman’s greatest con- 
tribution to the purchasing agent is his 
familiarity with his product, its applica- 
tion to our particular problem, and what 
we will gain by its use. He must be a 
dependable representative of a depend- 
able supplier, well versed concerning 
quality, availability and price, and able 
to match these factors against competi- 
tion and product limitations. Plant prob- 
lems should be handled promptly, briefly 
and factually. Adequate notice of sched- 
uled visits saves time for all concerned,” 
says R. L. Shelton, Vice President — Pur- 
chasing, The Gates Rubber Co., Denver, 
( olorado. 


Men like these cast the final buying ballot — 
more than 41,000° of them read PURCHASING 


Phe PA casts the deciding vote for or against your product and his 
is very often the only. vote. No matter what product you sell to in 
dustry ... no matter what industry you sell to... remember that the 
PA ds one of the men you must reach to do a complete SC lling job. His 


is the fival buying decision. 


Make sure your advertising, as well as your direct selling, reaches 
him. Use PURCHASING — the ove magazine industry’s PAs read 
regularly — the basic magazine on any industrial advertising schedule! 
PURCHIASING, 205 East 42nd Street, New York 17, N. Y. Offices 


in Chicago, Cleveland, Dallas, Atlanta, Los Angeles. 


*Based on survey 


When you think of 
selling...think of 
PURCHASING 


NB P| 


eee SN ID AT 


a 





copychasers 


\Y 


anim feature 


I< 


as inserted 





Tomorrow's advertising needs fresh approach 


® EVERYBODY'S talking about trouble 
ahead. 

One magazine says that our sell- 
ing machine is falling apart . . goes 
on to insist that retail selling has al- 
ready come apart at the seams. 

Still another publishes a report 
which shows that while our capacity 
to produce has risen 87°, the num- 
ber of salesmen needed to move this 
increased production has risen only 
28% . . and, what’s worse . . that 
U.S. expenditures for advertising 
have dropped in ratio to national 
income, from better than a 3% aver- 
age prior to 1940 down to 2.4% in 
1951. This publication’s reasonable 
conclusion a sales loss of $11.8 
billion last year. 

Our own big brother, Advertising 
Age, writing about the National In- 
dustrial Advertisers Association 
conference, headlines its front page 
story, “Industrial Admen See Tough 
Market Ahead.” With defense pro- 
duction slackening, plus the rough 
tax situation, higher costs, the direct 
effects and repercussions of the steel 
strike . . oh, well, wanna quit right 
now? 

Of course, if you’re venturesome 
and would like to turn the coin over 
and see what it looks like on the 
other side, you can find lots of en- 
couraging things like Tom Holden’s 
report (F. W. Dodge) on what the 
baby boom will do to building. Not 
only residential, but all building 
will be affected . . schools, churches, 
commercial establishments. 

Or you can revel in the recent re- 
marks of a major chemical company 
executive who insists the “Fifties” 
will be fabulous because of our 
great population growth. Since the 
NIAA theme was the “Fighting 


Fifties,” and because we are con- 
firmed optimists as well as realists, 
we'll settle for the “Fabulous, Fight- 
ing Fifties.” No, not a compromise, 
but rather a recognition that there 
will be lots and lots of business, but 
each of us will have to battle with 
every weapon at our command as 
we've never battled before to win 
and increase our share. 

This, naturally, brings us right 
back to advertising, one of our ma- 
jor weapons. Perhaps our major 
weapon, but we may be a long time 
proving it . . advertising men being 
as modest and conservative as they 
are. Especially, conservative. Like 
bankers. Worse, even. 

Why all this emphasis on the con- 
servativeness of advertising people? 
Because by moving so slowly, by 
their lack of venturesomeness, by 
their leaning backwards on the tried 


instead of looking ahead to the new, 
they are guilty of slowing down the 
selling machine. 

Now, already one good step into 
the “Fabulous, Fighting Fifties,” 
what kind of an act are they going 
to put on? Lots of folks, for in- 
stance, are talking about “hard sell- 
ing.” Okay, nothing wrong with that. 
But to the average ad man, we'll bet 
it’s going to be interpreted as “best, 
biggest, lowest cost,” ete. And in 
72 pt Gothic caps at that. What is 
so frequently termed “hard-hitting 


copy.” 


What's for Tomorrow? . . God 
forbid. That advertising that per- 
forms from here on in will be exact- 
ly the same as advertising that has 
always paid its way. It will be 
geared to an intelligent sales strat- 
egy, not wander far from a key 
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ROYCE CHEMICAL COMPANY 


hemical Manufacturers 
CARLTON HILL, NV. 
June 2, 1952 


Mr. Maynard L. Durham, Business Manager 
Textile Industries 

806 Peachtree Street, N.E. 

Atlanta, Georgia 


Dear Maynard: 


You fellows have been doing a grand editorial job on 
"Textile Industries" and we feel that it has been a 
major contribution to the success of our advertising, 
which has been handled so effectively by our agency, 
0. S. Tyson & Company, Inc, 


We are well aware of "Textile Industries" strong 
following in the mill, and since we have found that 
operating men are equally as important in the influence 
of purchases as chemists and officials, we have used 
your splendid publication for more than twenty years, 
as you know, 





I think I might add, Maynard, that as long as you 
folks continue to do such a strong job we shall 
probably always retain our back cover position with 
you, 


Sincerely, 


ewe 


HOWARD C, ROYCE 
Vice President 
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splendid publication 
for more than twenty years” 





W hatever branch of textile manufacturing 
you serve, you can cash-in on Royce Chem- 
ical Company’s experience. Steady buying 
continues throughout the industry. 


There are a great many “twenty-years-or-more” 


T. I. advertisers who agree with Howard Royce 
on this point. He says— 

“...we have found that operating men are 
equally as important in the influence of purchases 
as chemists and officials.” 

Operating men do set a great store by TEXTILE 
Inpustries. It gives them the kind of authorita- 
tive help they cannot easily find elsewhere. And 
plenty of it. 

Last year, for example, TEXTILE INDUSTRIES 
published 106 articles devoted to the specific 
branches of the industry which a chemical manu- 
facturer like Royce serves. 

All together, 813 articles in fifteen separate 
classifications were published. By being realistic, 


Textile Industries 


806 Peachtree St. N.E., Atlanta 5, Ga. 


practical, T. I. has nurtured a degree of reader- 
ship unrivalled in the textile publishing field. 

To further increase the effectiveness of your 
advertising, T, I. also takes a practical measure 
in circulation. 


An exclusive in the industry 


In combination with its big net paid, “Directed 
Distribution” is used to put your story before 
otherwise inaccessible men at all operating and 
executive levels. This plan enables you to contact 
the greatest possible amount of textile mill buying 
influence. 

The men who read T. I. will buy millions of 
dollars worth of textile supplies and equipment 
these next few months... supplies like Royce’s 
chemicals; products like yours and your com- 
petitors, 

Schedule regular space in TEXTILE INDUSTRIES 
and get your fair share of this business. 

The magazine which is most useful to the men 
in the mills will be most useful to you. 


Textile 


Industries 


Member ABC-NBP 
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GET BETTER BRICKWORK 


WITH BRIXMENT! 


theme or basic idea. It will be fresh 
in copy concept, original in layout 
approach and above all else, it 
will be interesting. 

Did you ever stop and think of 
the mountains and mountains of ad- 
vertising that are just damn dull? 
Did you ever stop and think that 
for every man who may go through 
the pages of a business paper ac- 
tually shopping with a piece of 
equipment or a service in mind, 
there must be hundreds more cas- 
ual, more uninterested who have to 
be stopped, who have to be artfully 
invited into the text, who have to be 
mentally conditioned into a favor- 
able predisposition towards the ad- 
vertiser’s product? 

Don't know why we're being so 
general or using the third person 
Not like us 


You, and your advertising, and your 


What we mean is you 


advertising results 
What kind of advertising, specifi- 
cally, are we talking about? Ad- 


vertising like this: 


Professional Approach .. A 


straight product ad, for instance, 
where all you want to do is tell peo- 
what makes your 


Well, 


ple specifically 
product tick 
about that? 

*% Just do it 


the Tectum Corp. does it to archi- 


what's hard 
the nice, easy way 


tects and engineers with “This is 
Tectum Roof Plank.” Couldn't be 
any more direct than that. Nor 
this 


istrial Marketing 


+ Why Synthetic Rubber 
Is Here to Stay 


Despite Removal of 


Natural Rubber Restrictions 


ve 


More women 
go out 
and buy 


Woman's Day 


x Psa 
than any other 
magazine 


in the world* 





We'd like to give author wILLIAM 
J. MC LAUGHLIN, account executive 
and copywriter for Farson, Huff & 
Northlich, Cincinnati, our first ok as’ 
INSERTED for one of the best straight 


product news ads we've ever read 


Now it may be to sell your prod- 
uct effectively, you've got to sell it 
“in use.” We've always admired 

Louisville Cement 
Take this current ad, 
‘Get better brickwork with Brix- 


the lucid way 


Co. does this 


ment!” A neat panel of nine little 
duotones plus captions does the 
trick. So well, in fact, like Winston 


Churchill we're tempted to try 


bricklaying ourselves. Then, only 
after the ad has shown you how to 
use the product, do you get the pitch 
on why Brixment permits the brick- 
layer to do such fine work. 

Couldn't get very far into this 
subject without bumping into some- 
thing called “news.” The news fac- 
tor in an ad, obviously, is every bit 
as volatile as it is in a story. See 
how startlingly alive it makes this 
Sun Oil Co. page. . 


Three columns of long text here 

. and we'll wager the readership is 
high. 

But now let’s take another ex- 
treme. Suppose you make a prod- 
uct that falls more in a commodity 
class, one that is seemingly quite 
comparable to others in the same 
field. Perhaps, with some digging, 
you find its one big virtue over the 
Then your good ad- 
vertising sense tells you to drama- 


competition. 


tize this virtue in a campaign. 

Here's a swell example from an- 
other field, one that you’ve un- 
doubtedly seen . . the magazine 
Woman’s Day. Month after month, 
with marvelous photographic inge- 
nuity, it keeps pounding home, 
pleasurably and rememberably. 
“More women go out and buy Wo- 
man’s Day than any other magazine 
in the world.” 


Why can’tcha do 


Wadaya mean? 





In the 44,000 wells-per-year petroleum market, the 
men who handle and the men who buy services and 
equipment are one and the same.. the operating 
men. The buyer may be a petroleum engineer, a 
superintendent, a contractor, a foreman, a tech- 
nician, or an operating official who supervises one 
portion or all of the exploration, drilling, produc- 
tion, refining, pipeline activities within a certain 
area. In other words, he may bear any one of many 
different operating titles, depending on the size of 
his organization and the scope of its operations. He 
may be a highly specialized individual or his respon- 
sibilities may be broad and integrated. 


The man who says that purchasing procedure in 
the oil industry follows a strictly integrated or a 
strictly specialized title pattern is either talking 
through his hat, or has yet to set foot on a drilling 
rig, in a refinery, or on a pipeline construction job. 


In an industry so active and far-flung, common 
sense dictates that purchases are made by operating 


4 j walks of the industry. Take a single 
oil field iterfi’'to ten different companies. Sell it in 
person. See for yourself how many different “titles” 


come into the buying picture. 


This being the case, then how can you advertise to 
both the specialized title readers and the integrated 
title readers under the same masthead? 


The Petroleum Engineer publishes a Drilling and 
Producing Edition, a Refining and Gas Processing 
Edition, an Oil and Gas Pipelining Edition, and a 
combined All-Divisions Edition. This makes it pos- 
sible for readers to select, for themselves, the edito- 
rial coverage they prefer. The advertiser then 
simply names the circulation he needs — and pays 
pro-rata rates. 


Whether you sell the drilling-producing market, 
the refining-gas processing market, the oil-gas pipe- 
lining market —or as in many cases, the whole 
works — PE lets you select the coverage you need, 
and pay break-down rates. Thus, you can get verti- 
cal or horizontal coverage or both, as your selling 
needs decree — and pay only for what you need. 


What is your petroleum market advertising prob- 
lem? Write us and we'll give you a specific applica- 
tion of this remarkable plan which eliminates waste 
circulation, improves ad visibility, while lowering 
rates per buying title reader. Write The Petro- 
leum Engineer, Dept. A, Box 1589, Dallas, Texas. 


NOT ONE, NOT TWO, NOT THREE, BUT FOUR 
SEPARATE MONTHLY MAGAZINES PUBLISHED 
SIMULTANEOUSLY UNDER ONE GREAT WAME.......... 





Engineer 


an international monthly 
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Installing a new 100,000-kw generating unit at the Gould 
Street Generating Plant of the Consolidated Gas Electric 
Light and Power Company of Baltimore. This new unit is 
scheduled to go into service late in 1952. 


A view of the construction work on the new addition to 
the Philadelphia Electric Company’s Delaware Generating 
Station. This cofferdam is for the screen well in which 
pumps and chlorination system will be located. 


Steel workers swing a beam into position at the Cleveland 
Illuminating Company’s new Eastlake power plant. The 
plant's first section, scheduled for completion late in 1954, 
will have a generating capacity of 375,000 kw. 


At the Cincinnati Gas & Electric Company’s new Walter 
C. Beckjord Station, the first 100,000-kw unit is in service. 
Steel work for a second unit of the same capacity is 
rising rapidly, and foundation for a third 125,000-kw 
unit is complete. 





Architect's drawing of the Virginia Electric & Power Company's new 
$33 million 210,000-kw Portsmouth power station now under construc 
tion where the first unit is scheduled for completion in 1953 with a 
second 105,000-kw unit planned for 1954. 


Here’s evidence! Expansion in the electric power indus- 
try is booming. Billions of dollars are being spent for 
construction—for new plants—for expanded facilities. 
New projects are being started constantly. It’s a coast- 
to-coast, nationwide power expansion program. 


This is a tremendous market. And the only magazine 
serving the electric power industry exclusively is Electric 
Light and Power. It reaches every key man in every 
property in every state. It is the only magazine that does. 


The way to keep your story in front of all the buyers 
in the industry is to keep your story in Electric Light 
and Power. Ask one of our representatives to show you 
how we know EL&P reaches the key men—the men you 
have to sell. Haywood Publishing Company, Chicago, III. 


THE ONLY MAGAZINE SERVING THE ELECTRIC POWER INDUSTRY EXCLUSIVELY 


1836 Euclid Avenue, Cleveland 15, Ohio 
101 Park Ave., New York 17, New York 
22 East Huron Street, Chicago 11, Illinois 
West Coast — McDonald Thompson 

San Francisco — Los Angeles — Seattle 

















it with the proper industrial prod- 
uct? 

Matter of fact, Marathon Corp 
doesn't come too far away from it 
with its attractive four-color page 
showing an attractive lady super- 
market shopper pushing a grocery 
cart, certain branded items that are 
Marathon wrapped, pulled out and 
circled. Only copy is a tight para- 
graph 


Can any advertisement sell any 
harder than a good case study? And 
how many people do a better job 


76,000 FEET UP? 
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THE GREATEST NAME IN RUBBER 
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with case studies than Goodyear in 
its four-color spreads in belting and 
mechanical rubber goods? Impres- 
sively handled, they pack a lot of 
power plus persuasive interest. 
This recent one, for instance, 
“This submarine ‘Rubber Railroad’ 
dives 3 miles under the sea!” It’s 
the story of the world’s most un- 
usual iron mine, Wabana in New- 
foundland, whose diggings actually 
extend three miles out from shore 
and 1,600 feet beneath sea level . . 
and how the G.T.M. (Goodyear 
Technical Man, that’s 
signed a slope conveyor belt system 


right) de- 


to handle its ore 
Westinghouse also has a readable, 


rememberable case study in its ad, 
“How do electronic devices behave 
70,000 feet up?” No question of the 
high validity such evidence gives 
your sales arguments. 


% Guess this Emhart Mfg. Co 
spread is a good example of the 
horse-sensical approach, too. A 
spread, “Looking for better ways to 
do things? We can help”. . it ac- 
tually is an omnibus of five small 
ads for various Emhart subsidiary 
companies . . each picture, headline, 
text, plus coupon for literature. The 
general handling has all the effec- 
tiveness of a lively “New Products” 
section in a good business paper; 
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Looking for better ways to 
do things? We can help 


Our booklet tells you more than this ad 
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THE TEXTILE INDUSTRY 
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INDUSTRY! 
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The textile industry has been a good place to do business in the past (and a big chorus 
cries “Aye! Aye!”), and it will be good this year and even better in the future. People 
consume textiles and the U.S. population isn’t standing still for even a day! 

Since the last census year of 1947, the value of textile production rose from an exact 
government figure of $11,000,000,000 to an estimated $13,500,000,000 in 1951. The latter 
figure is calculated from known percentage gains in volume and in prices over those four 
years. Similarly the expenditure by mills for materials and supplies has risen from the 
$5,700,000,000 reported in the 1947 census to $7,700,000,000 in 1951, figured by applying 
percentage changes — some precise, others closely estimated. Salaries and wages went up 
from $2,800,000,000 to about $3,700,000,000. Capital investment in buildings and machinery 
went up from $366,593,000 to $700,000,000. 

Estimated itemization of expenditures in 1951 for material and supplies sets up these 
figures: For raw materials, $4,658,000,000; for parts, containers, supplies, etc., $2,465,000,000; 
for fuel and purchased electric current, $192,000,000; for contract and commission work 
$385,000,000. 

Textile mills buy everything from cafeteria, hospital, and community-house equipment, 
through the full range of general industrial equipment, to the specialized textile machines 
which make the mills textile mills. One mill lately set up a library for its personnel, and so it 
is now a buyer of books! 

The field’s life blood is the flow of billions of dollars from mill buyers to a multitude 
of sellers of supplies and equipment, If you have goods or services applicable to this great 
industry, you owe it to yourself to learn how TexTILE Wortp’s facilities can put your name 
and sales message before its audience of over 24,500 paid subscribers in an atmosphere which 
will lend power to your prestige and to the effectiveness of your own selling staff. 

Get the story first hand, by writing to our home office for “The Story of TexTILE Wor Lp,” 
or for an appointment with the TW representative in your territory. 











FIRST in circulation 


FIRST in buying-power 
penetration 


A McGraw-Hill Publication 


FIRST in advertisin 
Agee tie 330 West 42nd Street, New York 36, N. Y. 


volume 
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it merits an OK AS INSERTED. Author 
is HARRY W. KNETTELL of the Charles 
Brunelle Co., Hartford , 
We like the kind of “Obvious WHICH costs more 
Adams” thinking demonstrated in | The painter 
this Barreled Sunlight page, “Which | 
costs more . the painter or the 
paint?” In case you're interested 
(and we were) the cost of labor is 
at least 80°, of the total painting 
cost. And because of this, Barreled 
Sunlight has set up a perfect plat- é Fea = 
form from which to sell its quality eet 
paint story 
Two advertisers we ran across 
this month use photo shots from 
their own plants to create an at- 
mosphere of stature, technical skill, 
research, etc. Inland Steel does it 
with twelve little halftones laid out 


in three rows of four, with a long 





display headline running through 


them 


Kwikset Sales & Service Co. does 


it with a montage of plant interiors 





in green and black with a modern 
treatment of black panels carrying 
a picture of product, trademark and 
headline, “Behind the scenes at 
Kwikset,” and one tight paragraph 


of copy 





For sheer presentation value it’s a eee | 
hard to beat Upjohn Co.'s black and ay Has competition got you hopping ? 


red bleed spread, “Cortisone ther- 
he offensive with MELMBC" motdingn! 


apy im rheumatoid arthritis is a 
clinical fact.” The startling contrast 
cqpemens so woem: cinestan tn tl 
of heavy black in the left hand page, weirdo 
and large areas of red on the facing 
page, has high stopping power. 
Strangely enough (or maybe not so 
strangely) it would have even more 
power were it for an industrial ad- 
vertiser. We've come to expect un- 
usual and venturesome ideas from 
the pharmaceutical advertisers 
Here, however, is an_ industrial 
advertiser with an out-of-the-or- ( 
wee nices Grammmid caurayr 


0 Raat Meena 


dinary, free and easy approach. It's 
America Cyanamid, in behalf of its 





Melmac plastics . . two pages, two 





colors “Has competition got you 
hopping? Take the offensive with 
Melmac moldings!” Text is good 


90 / industrial Marketing 
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1259* mailing list changes a month keep 
Construction Equipment's circulation up to date 


Accurate, up-to-date circulation lists in the construction field are rare 
For this is probably the most difficult of all fields to keep track of 


Contractors are rarely at their desks. They’re out on the job— 
and the job can be almost anywhere 


Yet Construction Equipment’s mailing lists are close to 


perfect! Here’s how it’s done. Over 800 salesmen of construction 
equipment are our “‘circulation men.” 


They report to us every 
change they run across in their daily calls 


We thus get immediate reports of address changes, new firms 
closings, personnel changes, etc. Of the men who receive 
Construction Equipment many get it on the job, 

wherever it may be. Equipment salesmen keep in 
constant touch with them—and with us 

This means that every issue of C.E. gives you live circulation 

It’s little wonder that C.E. consistently outpulls all 

other heavy construction magazines. Let us tell you 

about the amazing results this fast-growing book 

is achieving by way of inquiries and order 

4 Conover-Mast Publication, 205 East 42nd Street, New York 17, N 


fog 





po Construction Equipment 
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Jan.-June, 1952 





THE EQUIPMENT APPLICATION MAGAZINE 
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straight product stuff layout is 
lively, active with light drawing of 
a cowboy shooting at the feet of an- 
other who is hopping anxiously 
background some products that in- 
corporate Melmac. 

American Optical Co. has a clean, 
convincing way about it . in its 
photographic series “Problem 
Answer.” Layout is beautifully 
professional, mortise inset for the 
answer handled _ photo- 
caption style below. Three such 
situations artfully worked into a 
Here’s one of them: 


problem, 


bleed page 


Sell a Service? .. All this chatter 
about product copy may be fine, but 
everybody knows it’s much easier to 
promote a concrete, physical article 
than a less tangible item pumps 
as against insurance, for instance 

Yet New York Life is doing a 
superb job with meaty, product- 
wise copy in its current campaign 
From this month’s magazines, 
“Death can cast the deciding vote 
in the control of a close corpora- 
tion” is an excellent demonstration 
of a realistic promotion selling ap- 
proach 

Can't talk about insurance with- 


out complimenting Metropolitan 


Life for its fine series of ads on 


health, weight, careful driving, etc 
Such as this are before us now 
“Safety Tips for Vacation Trips.” 
Advertising bank service is an- 
other toughie . . but look how easily 
the Chase National does it . . with 
ads in the executive books like 
“Blown out by Mr. Edison and 
friends.” Or, as the subhead so 
quickly “Read why the 


miracle of universal electric light 


explains 


could not have happened without 
America’s banks.” 

* But best of all, we are fondest 
mostest of an ad we’ve bumped into 
several times now, signed by West- 
ern Union, of all people “Ever 


try to find a conversation?” 


fine series of ads 


Don’t have to tell you any more 
about that one, other than that the 
ad was not the work of any one 
copywriter, but emerged from the 
ideas of several men at Albert 
Frank-Guenther Law, Inc., New 
York, all of whom certainly deserve 
an OK AS INSERTED. 


How Not To... These fast examples 
of how to waste your advertising 
dough and how to lose out to your 
competition in the “Fabulous, Fight- 
ing Fifties” are not posted here be- 
cause we are stinkers. It is only by 
showing the other extreme of ad- 
vertising performance (or lack of 
same) emphasizing that for every 








Show your men 


how and why 


with movies... 


You can use the Kodascope Pageant Sound Projector 
for both small and large audience showings! 


Sound movies save you costly production time in explain- 
ing new production techniques, safety procedures and 
better plant housekeeping. Employees learn faster and 
better . . . remember longer. For noon-time entertain- 
ment and employee get-togethers, there’s nothing like a 
good movie to boost plant morale. 

Now, you can show your 16mm. black-and-white or 
color movies in small rooms or large auditoriums with 
the same portable projector! For most requirements, the 
Kodascope Pageant Sound Projector and its single 
speaker provide effective sound distribution. But in large 
auditoriums with difficult acoustical conditions, simply 


add the Kodak Multi-Speaker Unit. This gives you, at low 
cost, a versatile four-speaker setup that eliminates distor- 
tion from over amplification. 

Light in weight, and easy to carry, the Pageant can be 
set up and threaded in a matter of minutes . . . projects 
your films with sparkling brilliance, with superb quality 
of tone. It’s rugged, dependable, easy to use... and it’s 
lubricated for life. 

The Pageant and the Multi-Speaker Unit together list 
at $492.50. The Pageant with its single speaker lists at 
$400. For a demonstration, call your Kodak Audio- 
Visual dealer—or mail the coupon for more details. 


BUSINESS FILMS... demonstrate, train, dramatize, sell 


eg 


Prices subject to change without notice. 


EASTMAN KODAK COMPANY, Rochester 4, N. Y. 


Please send: 


booklet, ‘‘Kodascope Pageant Sound Projector’’; 


complete information on Kodak Multi-Speaker Unit. 


For large auditoriums... 
NAME 


POSITION __ 





the three extra speakers of the new 
Kodak Multi-Speaker Unit provide even- 
level sound distribution, no matter how dif- 


ficult acoustical conditions may be. The ADDRESS 


COMPANY ___ 








Multi-Speaker Unit packs into one hand- 
some case that matches the Pageant city 





exactly in appearance, and has space for 





a 2000-ft. reel of film. List price, $92.50. 
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example we show there are dozens 
comparable, that we can shock peo- 
ple into being progressive. This, for 
better or worse, is what we believe 

Who, for 


show a checkerboard in an ad and 


instance, would dare 
headline it, “Smart move for you?’ 
Du Pont dare it, that’s who! 

Who would dare show little kit- 
tens in an ad and say, “What do 
kittens have in common with Bar- 
rett Coal-Tar Chemicals?” Aw, we 
gave that one away! What's worse, 
Barrett is selling uniformity in its 
chemicals and what is uniform 
about a batch of kittens? 

Same magazine, Tennessee Corp 
“What a 


shows what appears to be a pedi- 


dares say, difference!,” 
greed dog and a fleahound, and then 
starts its text, “Breeding and back- 
ground just don't happen.” Here, 
Towser! 

You might be afraid, and we 
might be afraid, were we in the nut 
and bolt business, to show a picture 
of a few assorted sizes with, “Try 
these for size.” But not the Sterling 
Bolt Co 

And golf. Sure, if you like the 
game, run it right into your ads 
Like Wisconsin Steel's 
page, “What does it take to follow 


Like what? 


through?” 
Nor do you have to be fanciful to 
be trite. Richards-Wilcox Mfg. Co 


does it the easy way . . “Be prepared 











to increase production to low- 
er costs.” 

We don’t mind Westinghouse say- 
ing, “Micarta is basic!” half as much 
as we do its saying, “When full pro- 
Why 


union 


ductive capacity is a ‘must’!” 
doesn’t the copywriters’ 
throw that weary word away? 

International Minerals makes 
“Creating new 

Wish we had 
an account like that We could 
knock off a hundred ads like this in 
half a day! 


much to do about, 


wealth for America.” 


Because American Can makes 


containers for lighter fuel, does that 


give a copy-man any license to 
write, “New light on your packag- 
ing problems?” 

Two men talking, especially when 
you only can see their heads, and 
the conversation is in a balloon, and 
is absurdly unbelievable to boot 
still make up into a lousy ad fo 
our money or anybody else’s. Man 
on the left here is saying “Glad to 
see Cutler-Hammer Control on this 
fire pump installation.” Didn’t even 
call the other guy “Joe.” 

Maybe we're way off base but 
York Air Conditioning’s ad, “Sanc- 
tuary” rubbed us the wrong way. 
We always liked our church “20 de- 
grees hotter inside.” 

In the merchandising magazines 

. drug field, for instance, you find 
the same disease Hollywood suffers 
from, the meaningless superlative! 
It means smart people like Bristol- 
Myers “Double 
Sensation! Terrific Introductory 
Deal on Terrific New Tooth Paste!” 
And what does all that mean? 


have to scream, 


Boost-of-the-Month . . To HARRY 
CARLSON, copywriter, N. W. Ayer & 
Son, Philadelphia, for just as neat 
an advertising job as we've seen in 
many a day, a page animating a 
window in a continuity strip, “This 
Read 
Even sent for the 


is the story of a window.” 
every word of it 
booklet 

The Copy Chasers 





Color proves no ‘sure cure’ 





uct, like a bulldozer or electric 


hoist 


How to Get Readers . . To sum- 
marize this matter of stepping up 
readership of industrial advertise- 
ments, repeated continuing reader- 
ship surveys show that the factors 
which tend to raise the “noted” in- 
dex of advertisements are 

1. The topical or product interest 
of the reader. For a given publica- 
tion or industry, some products o1 
services possess higher intrinsic in- 
Adver- 


tisements featuring such products 


terest value than others 


or services are likely to be read and 


remembered better than products 


of lesser interest. Readership re- 


search can reveal the relative pop- 


ularity of industrial products. 

2. The size of the illustration. Or- 
dinarily large, commanding illustra- 
tions tend to show more interesting 
details than smaller illustrations 
Their greater “memorability” raises 
the “noted* index 

3. The uniqueness of illustration 
or layout. The portrayal of the 
new, the odd, or the unexpected ex- 
cites the curiosity interest of the 
reader and steps up the “noted” in- 
but the 
attention-getter must be relevant to 


dex of the advertisement 


the subject matter or the ad may be 
remembered but not read 

4. The use of color 
full-page 


Tw O-CC yt =. 


advertisements rate, on 


the average, about the same degree 
of recognition and recall as black- 
and-white full-page advertisements. 
But four-color layouts may rate 
from 50% to 100° 
over black-and-white layouts. 


higher “noted” 


5. The use of 2-page spreads. 
Since spreads permit the use of 
larger illustrations or more com- 
manding type faces for headlines, 
they are likely to rate about 25° 
higher in “noted” than single pages. 

6. The use of preferred positions. 
Positions on outside and inside cov- 
ers or on pages facing covers tend 
They tend 
also to promote “memorability” by 
Run-of- 


book preferred positions do not con- 


to favor higher “noted”. 
virtue of their exposure. 


sistently insure higher readership 
ratings. 








here’ REAL help 


iF YOU WANT TO KNOW WHETHER YOUR ADVERTISING REACHES 
THE RIGHT READERS: 


Ask us! We can tell you, through our Industry Census Bureau, who 
the Right Readers are for your products and services; how many there 
are and their geographical distribution. 


IF YOU WANT TO KNOW WHETHER THESE RIGHT READERS READ 
YOUR ADVERTISING: 


Ask us! We secure this information from depth personal interviews 
in the fields and plants, and from telephone surveys. if you wish 
to prove the accuracy of these reports, you may make your own 
mail survey (writing to your own list, asking your own questions in 
the manner you want them asked). We will pay costs of such a 
survey, helping you determine whether Right Readers read your 
advertisements. 


IF YOU WANT TO KNOW WHAT RIGHT READERS WANT TO SEE 
IN YOUR ADVERTISING: 


Ask us! The services of a well known research house are retained 
on a continuing basis to make depth personal interviews in the field 
and plants to determine what Right Readers like to see in advertise- 
ments; how they like them presented, etc. This information is yours 
for the asking. 


IF YOU WANT TO KNOW WHAT RIGHT READERS BUY AND 
HOW THEY BUY IT: 


Ask us! Our Market Research Department is prepared to assist 
advertisers in studies of their markets and buying procedures within 
these markets. If answers to your needs are not readily available, 
we will make special field investigations for you, for it is our sincere 
desire to work with all advertisers on such mutual problems. 
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to help you 
step up 
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Tactics .. 


regains some 


® A COMPANY that was losing its 
position in the field of self-tapping 
screws, fought back with a vigorous 
$50,000 campaign and 
That sum- 
marizes the recent history of Par- 
ker-Kalon Corp., New York, in 
terms which the historian, Arnold 


advertising 
recaptured the top spot 


Toynbee, would label “challenge 


response . . outcome.” 

The company had suffered two 
blows in close succession. Just be- 
fore World War II, its patents on a 
This 


was followed by a period of greater 


number of products expired 


demand for self-tapping screws than 
So other 
entered the 


the company could meet 
screw manufacturers 


field they had _ previously been 
barred from, offering better deliv- 
eries and price advantages to dis- 
tributors 

distributors were lost to 


Parker-Kalon entirely 
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Some 


Others con- 


Strategy .. 


screws but 


P-K 


pushed competitive lines more en- 


tinued to carry 


thusiastically However, the real 
effects were not felt until slacken- 
ing off of demand overtook the en- 
tire self-tapping screw market, at 
the close of the 


Then the company found itself in a 


postwar period 
classic business situation 

Realizing that aggressive action 
was called for, the company mapped 
out a counter-attack in which man- 
ufacturers were the strategic objec- 
tive and distributors the tactical 
goal. A program of full-page ads 
was mapped out in a selected list 
of business publications covering in- 
dustries concerned with design and 
production of all types of metal and 
plastic assemblies. The 
undertook 

1. To expand the company’s mar- 


program 


ket for self-tapping screws by us- 


ing case history type advertising, 


using practical applications of self- 
tapping screw methods to show how 
greater efficiency and savings are 
possible at the production level. 

2. To sell the P-K brand of self- 
tapping screws to the field, com- 
petitively, as the one most likely to 
insure planned savings in actual as- 
sembly. 

Twenty publications were used, 
the number of insertions 
from six to 13, according to the im- 
portance of the market. The ads 
urged consultations with P-K as- 
sembly engineers who . . “will help 
you fit the right fastener to your 
needs, not your needs to a certain 
These representatives made 


ranging 


type.” 
calls on users and potential users 
of P-K products, distributing copies 
newly prepared self-tapping 
booklet, adapted from the 
company’s general catalog. 

At the same time that the manu- 


of a 


screw 


facturers were being bombarded, a 
campaign on another front was in 
progress. This was an advertising 
program designed to improve dealer 
and distributor relations to get 
distributors to push P-K products 
more energetically. To a degree, 
this program was part of the com- 
pany’s continuous effort. Now, how- 
ever, it was stepped up and tied in 
with the campaign aimed at manu- 
facturers. 

The schedule included 


pages and a two-color spread in 


seven 


Industrial Distribution, plus special 
ads in Mill & Factory and Purchas- 
ing. Ads in the distributor series 
reminded dealers of the company’s 
cooperation and dis- 
played examples of sales and serv- 
ice literature, publication advertis- 
ing support, etc. The special ads 
featured the distributor’s service to 
industry. 

Along with the ads, P-K modified 
its policy of sending reprints to dis- 
tributors. Previously, reprints had 
been sent out in quantity, automat- 
ically. Experience taught the com- 
pany that it was better to send only 
one .. with a letter . . to each dis- 
tributor. If he can use it, he in- 
variably fires back with a request 
for the quantity he wants. Re- 
quests range from several hundred 


continuous 


to 3,500 pieces. 

The success of the company’s two- 
front demonstrated 
within several months. Lost and 


offensive was 














the 


Process Industries have grown at a fu- 
rious rate... more than three times faster 
than the average for all manufacturing. 
And sparking its progress is the chemical 
engineer, helping speed the revolutionary 
new developments of the laboratory to 
full-scale commercial production. 

Back in ’39 CPI output totaled $11 


billion. Today the industry is pushing out 


$57 billion in products ... more than a 
400 percent increase in 13 short years. 

As the chemical engineer keeps driving 
ahead, building and buying, planting the 
seeds of one boom out of another .. . sup- 
pliers to this fastest-moving of all markets 
keep growing with it, find their sales in- 
creasing year after year. This year’s CPI 
spending, estimated at $39 billion for in- 


dustrial goods and services, should be 


emical engineer 1s 1n a hurry 


In the last fifty years the Chemical 


mighty tempting to you, too. 

And if you want to sell the chemical 
engineer, use the magazine that grew up 
with his business, the magazine more than 
36,000 engineering-minded men pay to 
read, the production magazine more suc- 
cessful advertisers prefer to any other ... 
Chemical Engineering (ABC * ABP) 
A McGraw-Hill Publication 
330 West 42nd St., New York 36, N. Y. 








were brought 
The num- 


ber of inquiries increased material - 


wavering accounts 


back on the order books 


ly. And in the realm of important 
intangibles, the company felt its 
prestige had mounted to a new high 

The best sign of all appeared in 
a recent McGraw-Hill recognition 
Parker-Kalon 


again was ranked first among all 


survey In this, 


screw manufacturers in preference 
of buying influences in all indus- 
Fur- 


thermore, the company now points 


tries and functions covered 


to industry statistics showing that 
it has recovered its dominant sales 
position 

The company believes that these 
ads, and the sales and service iitera- 
ture which are part of the program, 
have been determining factors in 
enabling P-K to hold the loyalty 
and cooperation of its distributors 
despite strong efforts by competing 
manufacturers to win them away, 
and despite current problems of 
supply caused by the company’s un- 
precedented backlog of orders. 





Planning solves distributor problems 


in these subjects (and many others, 
too) and frank discussion of them 
gives both company and distributor 
what 


representatives insight into 


the need is, what has been done 
about it, and long range planning 
for the future 

To show the distributors at this 
third 
they are not a “file and forget” prop- 


year’s annual session that 
osition, we featured, at each differ- 
ent meeting, a chart showing “You 
(the distributors) 
and “We (the company) gave you.” 


recom mended” 


Sample results: 


You recommended: We gave you: 


In addition to creating a true 
sounding board to gain distributor 
comments and reactions, the plan- 
ning sessions also have provided 


opportunity to present and promote 
new movies and slides on the Le- 
Tourneau equipment line, especially 
prepared as sales aids for distrib- 
utors. 

Have the sessions paid off? As 
mentioned, three distributor plan- 
ning session tours have been held 
so far, which means that 1948 was 
the last year before this program 
was instituted. Sales in 1951 were 
293°. over those of 1948! 

We believe that the planning ses- 
sions were an important factor in 
achieving that sales increase and in 
improving unmeasurable but vital 
distributor relations. 


Company saves money using 


blank sides of reprint 


Separately printed or typed let- 
ters accompanying ad reprints in- 
crease costs without in every case 
improving effectiveness of the mes- 
sage. Therefore, why not print the 
letter on the unused side of the re- 
print and reduce handling expenses 
as well as actual production costs? 

This was the reasoning of Oil 
Base, Inc., Compton, Cal., in making 
use of an old but often forgotten 
They reprinted a com- 
pany spread in a business publica- 


application. 


tion as a four-page folder. The 
The re- 
printed ad occupied pages two and 
And to turn page four to 


letter went on page one. 


three. 
good account, the company used a 
one-page ad from its last year’s 
file showing other products in the 
company’s line not described in the 
reprint. 



















f*) Selling to the Metalworking Industry ? 
‘e@ Double your Selling Power 


* with these 2 publications — 






SN) ) 


Published Monthly 


38,000 ones 


to Metalworking 
Executives 








Since January, nt psa! circulation has exceeded 

38,000 copies, 959% personalized to top. executives. i 

You can be sure that every man can either buy or influ- for the Metalworking Industry 4 

ence purchasing, and therefore is a logical prospect Here your complete product story sells for you all 

for your product or service. long at low cost. Used as a buying and reference Guid 
by top executives in the Metalworking Industry. Be s 

EDITORIAL—wMachine and Tool Blue Book's stream- you are represented with your strongest sales s 

lined editorial format in convenient pocket-size encour- Don't risk the loss of sales because buyers can’ he 

ages reading and constant use. Articles are of the information about your product when they need it. 

know-how type. Every paragraph must pass the test of 

“will it help the reader?” Blue Book editors travel | 6 Useful Buying and Reference Features 

extensively to report on plants and new methods in the 

form of practical, informative articles. Regular monthly 

features include: What's New in Metalworking, News of 

the Industry, Washington News Letter, Special. Machine 

Tool Report, How's Business?, Foremanship Forum, Modern 

Tools in Action, Shop Hints, Professor Reichardt's Quiz, 

Industrial Films, New Technical Books, Products Index, ie eh kL. Degonmand whan 

New Equipment, ond others. merce Field offices, also Small De 


CIRCULATION—Read by the right men in the right 
places, the Blue Book delivers a receptive, ready-made 
audience among administrative, engineering and produc- 


tion men with a total monthly readership of 141,000. TRADE ASSOCIATIONS 
SERVING THE METAL- 


WORKING INDUSTRY 


Coniplete buying guide for the to 






working industry. Shows where to buy 





classified by product 





fense Plan? Administration offices 





CCA audited, Blue Book circulation is verified by Western 
Union to obtain correct names, titles, addresses, principal 
product, and the names of those responsible for buying 
decisions in the matter of plant purchases, equipment, 
tools and supplies. 









Types of metals, major physical char 








list of major trade associations 









names of many 





acteristics as well as 





ond addresses of headquarters 





serving the metalworking industry facturers 










Independent readership study proves the Blue Book has 


the right combination for SALES—the right editorial for- : NAMES AND ADDRESses 
mula directed to the right audience of buying executives. OF ee 


Send for your copy of this Readership Study Z 


Helpful tables commonly used in 












the industry. Includes, decimal Complete list of manufacturers and ad 







equivalents, speeds and feeds of dresses of those whose products are 


h t ' | 
machine tools, machinability rat isted in the “Where to Buy’ section 
ngs, etc 


EXTRA VALUES 


erchandising © 
publication with con 


editorial content. 


used for m trolled circu- 


ver 
e Front co d—pioneer 


e CCA Audite 
for 46 years sy to use and read. 


lation. ms The Readbook of the Metalworking Industry 
d mon akes nauk ea 


 Publishe ding m x 10” plates as ¥ 
S Square beck, Binding Te of 7” Machine and Too! a BOOK 
e Specia 


roduces results. 
HITCHCOCK PUBLISHING CO. © WHEATON ,. ILLINOIS 





broken spreads. d readers. P 


e Low cost per thousan 












do you know 
about these 


3 


they can help you make it 
easier for your prospects 
to buy your products 


You can order these catalog design, 
production, or distribution services 
separately, or in any combination, as 
your needs require. 


Sweet’s is in the business of helping industrial 
marketers put the right product information in 
the right forms so as to get it used the way they 
want it used by the different groups of buyers that 
comprise these five markets: 


plant engineering 
product engineering 
general building 
industrial construction 
light construction 


If the buyers of your products are in one or more 
of these markets, Sweet’s can give you expert as- 
sistance that can help you get the most out of 
your catalogs. You will get not only the benefits 
of our long experience in the development of new 


Sweet’s Catalog 


designers, producers and distributors of manufacturers’ market-specialized catalogs 
DIVISION OF F. W. DODGE CORPORATION 
119 WEST 40TH STREET, NEW YORK 18, NEW YORK 
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techniques of catalog design and organization— 
you will gain the advantage of our first-hand knowl- 
edge of the buying practices and information needs 
of buyers in each of these five markets. 

Sweet's catalog specialists stand ready to help you 
design, produce or distribute your market -special- 
ized catalogs. Our services cover the entire range 
of catalog procedure—starting from the planning 
stage and ending with printed copies open under the 
eyes of your prospective buyers. You may order 
these services separately, or in any combination. 
Year after year Sweet’s handles more catalogs 
than any other organization—in 1951, over thirty- 
eight million copies. 

Whether your problem is one of catalog content 
and format, or of good printing at reasonable cost, 
or of catalog distribution to cover your market ef- 
fectively, or simply to get relief from a vast 
amount of time-consuming work—you will find 
the help you need in the Sweet’s organization. 
The Sweet’s District Manager in your territory 
will detail these services in terms of your partic- 
ular requirements. Call him in for a discussion of 
your catalog needs. 


New York 18—119 West 40th Street—LOngacre 3-0700 
Boston 16—31 St. James Avenue—HAncock 6-0700 
Buffalo 2—70 Niagara Street—CLeveland 8200 
Chicago 54—700 Merchandise Mart—WHitehall 4-4400 
Cincinnati 2—American Building— GArfield 2800 
Cleveland 15—1422 Euclid Avenue—CHerry 1-7256 
Detroit 26—548 Free Press Building—WOodward 1-2745 


Los Angeles 17—1709 West 8th Street-—DUnkirk 3-1177 


Philadelphia 7—1321 Arch Street—LOcust 7-4326 
Pittsburgh 19—411 Seventh Avenue—ATlantic !|-8220 
St. Louis 1—721 Olive Street—CHestnut 7388 


here is how Sweet's : 


can work for you 


You may order those services sep- 
arately, or in any combination. 


EDR ERE eNO aamARER 
catalog design — Sweet's design de- 
partment is staffed by experienced consultants, 
technical copywriters, draftsmen and artists. 
Your individual requirements, whatever they 


may be, receive individual treatment by men 
specially trained for this work. 


plan—consultation and analysis of products 
and markets; determination of catalog’s objec- 
tive, scope, content and distribution. 

rough dummy-—outline of content and format. 


finished dummy—complete content and for- 
mat specifications, ready for production. 


EP ER ARR EIR RR 


catalog production —secause of 
the great number of manufacturers’ catalogs 
handled, Sweet's can offer the economies of 
quantity production with no sacrifice of quality. 
Sweet's will take complete charge of the exe- 
cution of orders for any or all of the following: 
drawings, photographs, engravings, type com- 
position, -electrotypes, printing and binding. 


| 


catalog distribution—sweers 
services are available for either of two types of 
catalog distribution—individual ot pre-filed—to 
selected organizations and individuals repre- 
senting the bulk of buying power in the con- 
struction or manufacturing fields. 

individual distribution—by purchase of ac- 
curate lists compiled by Sweet's, or by using 
Sweet's mailing facilities. 

pre-filed distribution—by having catalogs 
filed in bound, indexed collections (files) of 
manufacturers’ catalogs. This method has the 
advantage of keeping catalogs instantly acces- 
sible at all times in prospective buyers’ offices. 














FREE. This booklet describes 
how Sweet’s services help 
manufacturers improve the 
effectiveness of their catalogs. 


August 1952 /103 











sales promotion | ideas 


comment on catalogs booklets / direct mail 


exhibits / motion pictures slide films / sales helps 
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Laughing salesmanship. . 


anticipated him 85 years ago. 

Comedian writes mailing piece Groucho’s subsequent embroilments 
with movie producers, sound effects 
men, siren secretaries and attorneys 

for office equipment maker whom he retains to sue Edison for 
“stealing” his idea, become the plot 
of the comic narrative. 

Received by selected lists of busi- 
® IN A HIGHLY competitive field, one of the top names in the comedy ness men in a direct mail program, 
clamoring en masse for the atten- world Groucho Marx the piece was also offered through 
tion of executives, one company has The story told by Groucho in- humorous full-page ads in national 
tried a change of pace volves his discovery, while playing consumer publications. Another hu- 

Thomas A. Edison, Inc., . the part of a business executive in morous feature was an enclosure to 
equipment manufacturer, West a moving picture, that many busi- the booklet . . one of the company’s 
ange, N.J., published a humorous ness men still use the “old fash- seriously intended mailing pieces 
booklet which entertains readers ioned” method of dictating to a ste- promoting Edison equipment, with 
while it puts across essential facts nographer. This causes Groucho marginal notations by the comedian 
about the company’s new system to have a dream in which he con- making fun of the text at every 
of phone dictation. Entitled, “Now ceives of a recording instrument to opportunity 
They've Found A Remedy For do the work There follows his Industrial advertising sometimes 
Work,” the booklet has as its author inevitable discovery that Edison works so hard at justifying itself 
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How many sales built this plane? The Douglas 
SKYROCKET pictured above utilized the skills 
and products of 169 firms. Parts ranged from 
tiny nuts to complex gyros. 


How do you sell this *30,000,000,000 market? 


If you are interested in selling the aviation market, 
Aviation Age offers you its help. 

Here are some of the things you need to know, in order 
to pinpoint the market for your product in this vast, 
complex field: 


e Which branch of aviation is your best market— military, 
airlines or manufacturers? 

e Who are the key men in each of these branches directly 
responsible for buying your product or approving its use? 
Are they in design enginecring, in supply, in purchas- 
ing, in int e engi ing? 

« How many are there? 

¢ How do you identify them? 

¢ How do you reach them? 





Aviation Age may be able to help you answer some or all 
of these questions. Complete information on the latest 


developments in aviation is in our files. We have grown 
up with the aviation industry. We have coped with many 
of these problems ourselves, editorially and circulation- 
wise. We know who the key men are, and where they can 
be reached. 

As part of our responsibility to the industry we serve, we 
will be glad to make our intimate knowledge of the 
aviation market available to you. Much of it has been 
compiled in the form of a valuable Market Data File, 
which we will send you free of charge on request. Also, 
our marketing representatives will be glad to sit down 
with you and discuss your problems. Their extensive 
information may supply exactly the answers you are 
looking for. 

To take advantage of these services, simply mail the 
coupon below. We ask only that your interest in se!ling 
the aviation market be genuine. 





AVIATION AGE MARKET DATA 


FILE 





IM 
AVIATION AGE 
A Conover-Mast Publication 
205 East 42nd Street, New York 17, N. Y. 


|_] Please send Market Data File 


ion 


Aviation Age’s circulation is indus- 
try controlled—consisting entirely 
of men with proved current buying 
influence. Our circulation lists are 
built and maintained by high- 
echelon officials in the Air Forces, 
in each manufacturing plant, in 
each airline, in airports, in aircraft 
service firms and in the overseas 
aviation market. 


Aviation Age's editorial policy is to 
interpret the significance of the 
industry’s major technological de- 
velopments, to analyse the impact 
of these developments on the sepa- 
rate fields of aviation... and as the 
industry's spokesman, to alert its 
leaders, government officials—and 
even the general public—to avia- 
tion’s principal problems. 


Let us help you sell the country’s No. 2 market! Write for our Market Data File. 
Ask to have our personal marketing representative call. Mail this coupon today. 


| 
\ | 


| 
| 
|| 


|_] Please have representative cali 
Name 

Title 

Company 

Address 


City Zone 


State 














to management and the world gen- 
erally, that it loses its humor. But 
here Mr. Marx and the Edison ad- 
vertising department take business, 
advertising and themselves not too 
seriously, for once, and succeed in 
being genuinely funny in a way 
that helps put across a genuine sales 
message effectively 

The campaign, unique in the of- 
fice equipment field, is the work of 
Green-Brodie, New York, Edison's 
advertising agency It grew out of 
Sloan, 


the company’s director of advertis- 


a suggestion from John E 


ing, that humor might make Edi- 
son's next booklet more attractive 
to executives. One reported side- 
light is that Groucho Marx, in han- 
dling the writing assignment, be- 
came sold on the product himself 
Quipped 


“I’m probably the first 


and adopted the system 
Mr. Marx 
actor on record to endorse a prod- 


uct after using it!” 


Truck manufacturer runs 


h 1 
for g Y 





product 


The Four Wheel Drive Auto Co., 
Clintonville, Wis., has broken the 
tradition that 
personnel are only “back row” ob- 


advertising agency 
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servers at sales conferences held 
for salesmen and dealers. It has 
begun a series of full-dress prod- 
uct schools exclusively for the ben- 
efit of its agency, Klau-Van Pieter- 
som-Dunlap, Milwaukee 

Two of these classes, staged in 
the agency's conference room, cov- 
ered all phases of truck marketing 
and production. They were con- 


ducted by the company’s sales 


school instructor, the office sales 
manager and the manager of the 
utility division. Attending the ses- 
sion were all agency personnel con- 
nected with the account, as well as 
officials of the 


company and members of its adver- 


top management 
tising department 


Walking case-histories sell 
safety hat maker’s product 


A unique testimonial method of 
promoting its product has been de- 
veloped by E. D. Bullard Co., San 
Francisco, manufacturer of safety 
hats. The company sponsors the 
Turtle Club, composed exclusively 
of men whose lives have been saved 
by wearing safety hats while at 
The club recently admitted 
its 75th member 

Members of the club are miners, 


work 





loggers, firemen and workers in 
other hazardous occupations who 
can produce evidence and witnesses 
to an accident, in most cases involv- 
ing deflection by the Fiberglas-re- 
inforced plastic headwear of some 
heavy falling object. The company 
sends each new member a certifi- 
cate, a small lapel button replica of 
the club’s symbol . . a turtle waving 
a safety flag . . and a decal for his 
hat bearing the symbol and the 
words “Member—Turtle Club.” The 
club has no dues or obligations. 
The company occasionally publi- 
cizes its presentation of a new safety 
hat to a Turtle whose old one was 
rendered unwearable by the narrow 
escape, and news releases are sent 
out concerning each new member, 
along with details of the life-saving 
incident. But no mention of the 
company’s own hat brand is made in 
Turtle correspondence or literature. 
The company works on the assump- 
tion that anything it does for the 
good of the hard hat industry will 
benefit itself along with its com- 


petitors. 


Employe photo talent harnessed 


for company’s promotion file 


You can build up a good backlog 
of plant photographs for use in pro- 
motion pieces and publicity releases, 
at the same time contributing to the 
progress of personnel relations, by 
following the example of Hardinge 
Co., mining and chemical machinery 








These charts show 


how N.E.D. is delivering more for your money 7 Vom 


—— 


* 
a 000 . E. D. 
ADVERT nN 


PAPER nate t 
Tatino or aus, mysmiess REESE ADVERTS ING Jo see ‘ Advertising 
‘ semen weve oe" 764,000 panes 


ewes wennses: 


66,400 COPIES 
(Total Distribution) 


200,000 
READERS 


in 40,209 
PLANTS 


has grow” steadily: 


production of inqvi ries 


exceeded the g rowth 


has 


in advertising: 


The most important reason why advertisers use New Equipment Digest 
is to produce responses from readers—so there is real significance 
in N.E.D.’s steadily climbing record of advertising carried. It proves 


that N.E.D. is doing its job... producing the results expected. 


And if further proof is needed—look at the lower chart. The volume 
of inquiries produced by N.E.D. has grown faster than the volume 
of advertising! Today N.E.D. is delivering more for each advertising 
dollar invested than ever before in its history. 

Every day, more and more alert advertising men are making 

use of N.E.D.’s high readership, broad coverage, 


and ability to produce results. 


A PENTON PUBLICATION 


CCA NB 


1213 West Third Street 
Cleveland 13, Ohio 


vmsaatic. REVERSING FUME eve 
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The com- 


contest 


York, Pa 


photo 


manufacturer 
pany conducted a 
through its external publication for 
the best pictures taken by employes 
of Hardinge-built installations and 
equipment 

Prizes were also ffered in the 
and awards 


news photo” category 


vere f 


urther divided into amateur 
Winning 


photographs appeared in “Hardinge 


and prole ssional classes 


Highlights,” the company’s exte rnal 
publication and afte rwards we 


filed for future promotional use 


Tags sell industrial finish 
and the end product, too 


Identifying the brand of finish on 
electrical appliances such as a re- 
frigerator or a deep freeze unit may 
tip the scales in favor of one com- 
peting make over another. This is 
the idea behind the promotion by 
Sherwin-Williams Co 


Diy Cleveland, of a heavy 


Industrial 
pape! 

to be placed, with manufactur- 
er’s or dealer’s permission, on ap- 
pliances and other finished products 
made by Sherwin-Williams’ cus- 
tomers ' 

Printed on one side of the tag 
“This quality product is protected 
with a Custom Finish created by 
Sherwin-Williams.’ The 


side carries a message supporting 


reverse 


the individual manufacturer's sales 
or service program 

To persuade dealers and mer- 
chandisers of the idea’s “added sales 
appeal,” S-W has placed ads in elec- 
trical trade publications, urging 
“A known 


finish on your product, removes the 


name, identifying the 


doubt in buyer's minds . . does away 
with hesitancy often swings buy- 
ing preference in favor of the known 


reliability of a familiar name.” 


1,800 Honeywell workers 


become ‘salesmen for a day’ 


More than 1,800 production and 
engineering supervisory personnel 
of Minneapolis-Honeywell Regula- 
tor Co. attended a capsule version 
of the company’s annual sales con- 
vention at a local theater. The ob- 
ject, in effect: to put them on the 
company’s sales promotion team. 

The reasoning behind this unusual 
presentation was that all company 
employes who understand and sym- 
pathize with the selling efforts of 
the company work more efficiently 
and enthusiastically and are better 
boosters or “salesmen” of the com- 
pany outside office hours 

The Honeywell presentation was 
thus entitled, “Salesmen for a Day.” 


uf) | LYCEUM THEATRE 
os = HONEYWELL PRESENTS 


SALESMEN 
FOR A DAY 


[DOORS OPEN AT 700 P.M. 


tickets only, 


which were reserved for all produc- 


Admission was. by 


tion personnel invited by a letter 


from President Harold W. Sweatt. 
In his letter, President Sweatt ex- 
plained 

“Each year, at annual divisional 
sales meetings held throughout the 


country, Honeywell salesmen meet 
to review past accomplishments and 
preview the coming year. In gen- 
eral, over all sales goals are planned 
and discussed. 

these 
meetings, as well as a spectator, I 


“Having been a part of 


found them so genuinely stimulat- 
ing that I felt everyone who could, 
should see some part of them 

“So that you may experience par- 
ticipation in such a meeting, we 
have designated you as “Salesmen 
For a Day.” In effect, whether in 
the field or not, we are all salesmen 
Honeywell. Our mutual 
efforts in creating quality products 


here at 


play an important part in the suc- 
cessful sale of every Honeywell 


product.” 


Tested sales incentive plans 


presented in new library 


A new business reference facility 
to assist sales departments in find- 
ing successful incentive campaigns 
for their personnel has been opened 
in the New York offices of Cappel, 
MacDonald & Co., 
Named the “Incentive 


merchandise in- 
centive firm. 

Library,” the service presents a 
compilation in volume form of in- 
dustry case histories, tested mer- 
chandise prize plans, promotion ma- 


terials, campaign themes and rules. 








THE MARKET 


In area, WESTERN CONSTRUCTION 
covers the 11 Western States and Alaska; 
activities inclade engineering construction, 
public works, industrial and commercial 
building, and mass housing. Important 
among these activities is the construction of 
highways, dams, irrigation and drainage sys- 
tems, canals, aqueducts, airports and the like. 

In this great Western area there exist cli- 
matic and topographic conditions not found 
elsewhere in the Nation. For example... 


Much of the Area is Mountainous—Con- 
struction at high elevations, a mile or more 
above sea level, necessitates more powerful 
a stand-by equipment; heavy cuts 
and fills. 


Distances are Great—It is quite common 
for a contracting firm to have a job 1,000 
miles or more from headquarters, far from 
distribution centers. This means on-the-job 
facilities for maintenance and equipment re- 
pair; on-site housing; large inventories. 


Aridity plays an important role in the West. 
It makes necessary special facilities for lubri- 
cation and prevention of abrasion on con- 
struction equipment; also provision for water 
for all phases of operations. 

All of these factors and conditions make 
necessary an entirely different kind of con- 
struction practice, and it is the editorial pur- 
pose of WESTERN CONSTRUCTION to 
cover the techniques and practices used in the 
West, for contractors and subdivisions of 
government. 


LAND OF BIG JOBS 


Population growth, great distances and rug- 
ged terrain make the West a land of big 
jobs, requiring huge quantities of construc- 
tion equipment and supplies. In the first 4 
months of 1952, WESTERN CONSTRUC- 
TION listed 61 contract awards of $1 to $5 
million each, and 8 others over $5 million 
each. No wonder alert manufacturers aggres- 
sively advertise to sell this market. 


BUYING FACTORS 


More contractors in the West read WEST- 
ERN CONSTRUCTION than any other con- 
— publication, local or national. On 
Dec. 1950, subscribers in administrative 
and Fosse des capacities, both private and 
governmental bodies (Federal, State, County 
and Municipal) constituted 63% of our total 
paid subscribers. Also, in the construction 
field, maintenance superintendents, foremen 
and master mechanics are influential in pur- 
chasing, particularly where replacement parts 
and supplies are involved. They are important 
and WESTERN CONSTRUCTION gives 
you “effective circulation” among them. 





Here is the Industry classification shown 
on our ABC Statement, 12/31/51: 
a 14 
c Iting Engi ‘ha 451 
Contractors: 

(a) Specializing in building 

construction ° 

(b) Specializing in construction 

other than buildings .. 3,711 

(c) Engaged in both (a) & (b) 1,258 
Special Trade Contractors, con- 

tracting for only such parts of 

building construction as carpentry, 
masonry, plumbing, roofing, heat- 

ing, ventilating, electrical and 

painting 

Government: 

(a) Federal . . : 

(b) State, County, Township and 

istrict 

(c) Municipal 

(d) Foreign 
Commercial and industriel or- 

ganizations (including Transpor- 

tation and privately owned Utility 

Companies) . . 

Producers of building ond con- 
struction materials (including 
cement, cement products, sand, 
gravel and other aggregates, clay 
products and other raw materials) 

Manufacturers of construction 

quip ¢ and supplies 

Distributors of conctrection 
equipment, materials and sup- 
plies ‘ 

Engineering schools, lastrectors 
and students (buying and in- 
fluencing factors of tomorrow) 

Libraries, clubs, professional and 
trade associations ... . 170 

Miscellaneous . . Poe 255 

Awaiting Clecsiication . a. a ae 388 


Total 11,664 


EDITORIAL OBJECTIVES 


Our chief concern is with Western con- 
struction practice and costs. We employ only 
editors who are trained, qualified civil engi- 
neers; thereby ensure that our practical edi- 
torial material will be technically authentic. 


WESTERN 





1,067 





CONSTRUCTION 


A KING PUBLICATION 


609 MISSION ST., SAN FRANCISCO 5, CALIF. 


Other KING publications——WESTERN INDUSTRY PAC 
IMPLEMENT RECORD 


Since it is a fact that Western practices 
differ markedly from those in other areas of 
the U.S., it is the job of our editors actually 
to cover in person the major projects in the 
territory we serve. This requires much travel, 
but it does produce editorial that commands 
readership—readership among the only fac- 
tors that will give you... the advertiser... 
results! 

Furthermore, our editors maintain frequent 
and personal contact with contractor organi- 
zations, architects and engineers in all those 
departments that deal with engineering con- 
struction—that’s why we have high-caliber 
contributors to our editorial pages. 


Effective May 1, 1952 

Less than 3 pages, within 

one year . ‘ $360 per page 

324 per page 

306 per page 
12 to 23 pages, within one year 282 per page 
24 pages or more, 

within one year . 258 per page 
COLOR: AAAA standard red, yellow, orange, 
green, or blue, $75.00 per page; $110 for 2 
facing pages. Any other color—rates on re- 
quest. 
BLEED BORDE RS: 20% premium for 1 
page; 15% for 2 facing pages. 
INSERTS: Rates on request. 


SPECIAL ISSUES 


January—Annual Review and Forecast 
June—Highway issue 


ADVERTISING SUPPORT 
MORE NECESSARY IN THE WEST 


Western distances limit the number of 
calls your salesman can make. For maximum 
effectiveness, support your salesmen with 
consistent advertising in WESTERN CON- 
STRUCTION. Put it on your national sched- 
ule TODAY. Call our nearest District Man- 
ager NOW for further market and media 
information or write us direct. 


3 to 5 pages, within one year 
6 to 11 pages, within one year 


' 
DISTRICT MANAGERS: 


NEW YORK—Richard J. Murphy 
107-51-131st St., Richmond Hill 19 
Telaphone JAmaica 9-2651 

CLEVELAND—Clifford E. Beavan 
3307 E. 149th St 
Civrlord 29. hio 
Telephone SKyline 1-6552 

CHILAGO—-A. C. Petersen 
3423 Prairie, Brookfield, Ii 
Telephone Brookfield 532 

SAN FRANCISCO—V. C. Dowdle 
609 Mission St., S. F. 5, Calif. 
Telephone YUkon 2-4343 

LOS ANGELES—J. E. Badgley 
128 So. Mansfield, L. A. 36, Cal 
Telephone WEbster 8-8512 

N. W.—Arthur J. Urbain 

609 Mission, San Francisco 5 

Telephone YUkon 2-4343 
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How to work with the press 


.. @ detailed policy and method 


Prepared by the Public Relations Department 


Some companies handle their national, lo 
cal and business press relations simply by 
using That's good, but 
you can do even better if you have a 


common sense. 


policy and a step-by-step method for deal 
ing with every situation that might arise 
. . from a plant accident to a labor strike 
to a thumbnail sketch on the vice-presi 
dent. That's what Quaker Oats Co. has 
. and has put in print, booklet form, for 
distribution to managements of 19 com 
pany plants and to a “news contact man” 
appointed among supervisory personnel in 
every plant to deal with the press. 
Although Quaker sells chemicals and 
feeds, its products are largely consumer. 
But its booklet, presented here in article 


form, can be applied equally well by every 


You Can’‘t Hide News .. : 


10 / 


industrial company in dealing either with 
business publications for product news or 
with newspaper, radio and TV editors for 
company 


disseminating general news. 





® YOUR TELEPHONE RINGS. re- 


porter is calling. He asks you a 
Perhaps he wants infor- 
Maybe 


he has heard about a labor dispute. 


question 


mation on a new product. 


A careful, complete answer can 
often be worth a great deal to your 
company 

Stakes are high in the striving of 


any large business to be favorably 


regarded by the public. And no 
business is so well regarded that it 
cannot be pegged still higher in 
public esteem 

In officially opening our doors to 
the press in all our plant commu- 
nities, Quaker took a step which 
more and more businesses are find- 
ing wise. 

As still more doors are opened, 
American business will become bet- 
ter known . . better understood . . 
and better appreciated. 

One management at 
your plant (at all other Quaker 
plants, too) has been appointed con- 


member of 


tact man for the press. All state- 


4 








light up... 


and take a good look at an un- 
usual advertising medium for 
selling business and industry... 
the weekly newsreview that 
draws upon the worldwide re- 
sources of America’s newsiest 
newspaper...edited with top 
speed and precision... printed 
late Saturday, on more than a 
million U. S. doorsteps every 
Sunday morning...The New 
York Times RBVIEW OF THE WEEK. 


enjoy... 


biggest, busiest, richest U.S. 


industrial counties...each rated 
$10 million production or better 
... together responsible for 
92.9% of all manufacturing. 
94°. of this newsreview’s 1,100,- 


its high concentration of cover- 
age where most business adver 
tisers need it most...in the 650 


000 circulation goes here, the 
business advertiser’s first mar- 
ket, the market of The New 


eevee niu flavor 


No other business medium so 
versatile as this...to add zest to 
your present program...to do 
that special product or public 
relations job...for getting an 
interested, buying-active reac 

ership. All this, too, at the low 

est cost per thousand for reach 
ing business executives... the 
REVIEW OF THE WEEK, the news 
review published every Sunday 


with The New York Times 


THE NEW YORK TIMES REVIEW OF THE WEEK— NEW YORK, BOSTON, CHICAGO, DETROIT, LOS ANGELES, SAN FRANCISCO 
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editorial 


Market Research Begins at Home 


® One of the McGraw-Hill awards for NIAA 
chapter activities, announced at the recent Chi- 
cago conference, went to the Cleveland chapter 
for a most interesting and useful type of project, 
a plan to organize NIAA chapters as a field re- 
search source in industrial advertising and mar- 
keting 

We have suggested heretofore that members 
of the NIAA are in a unique position from a re- 
search standpoint, in that the companies which 
make up the membership of the association are 
also the type of consumers at which the sales and 
advertising efforts of industrial equipment and 
supply manufacturers are aimed 

Contrast this situation with that which prevails 
in the general advertising field. In order to find 
out what Mr. Average Consumer of household 
goods, food products, wearing apparel, etc., thinks 
about available products and brands, it is neces- 
sary to do extensive research, because no individ- 
ual preparing consumer advertising can assume 
that he is typical. In fact, as far as education, 
economic status and other factors determining 
demand are concerned, he may be anything but 
average, and therefore his personal likes and dis- 
likes are no guide to the approach which should 
be made to the typical consumer, present and 
prospective 

Industry, however, is likely to be much alike 
in organization, types of equipment used and 
processes employed in units in the same field, 
regardless of size or location. The same methods 
and machinery are used in textile mills all over 
the country, and machine shops employ the same 
kinds of materials, equipment and processes in 
manufacture. Variations may develop in company 
organization and buying methods and these are 
among the factors which industrial market re- 
search may be expected to define and measure 

The industrial advertising executive, therefore, 
can use his own company and organization as a 
source of valuable information on both markets 
and buying methods, as well as in checking the 
impact of advertising on various types of man- 
agement, production and purchasing influences 
If all of the members of an NIAA chapter, for ex- 
ample, were given a project involving a study 
of buying procedures in the purchase of a given 
type of equipment, and the relative emphasis 
given to various characteristics of the product, 
the composite answers would in most cases be 


Marketing 


speaking 





conclusive. The same procedures could be used, 
with proper technical control and direction, in 
studying the effect of advertising on industrial 
buying groups. 

We think the Cleveland idea is well worthy of 
careful study, and of general application. It 
could provide a method of industrial market and 
advertising research which would have the ad- 
vantages of speed, accuracy and low cost. All 
of these considerations justify employing the idea 
just as widely as conditions will permit, and thus 
determining as speedily as possible its application 
to the broad field of research in industrial markets. 


Ideal Advertiser-Agency Relationships 


One of the most impressive talks delivered at 
the NIAA conference was that of Don Pattison, 
vice-president in charge of sales of Warner & 
Swasey Co., leading manufacturer of machine 
tools and other industrial equipment. While the 
company’s campaign dealing with economic facts 
has been used primarily to promote Warner & 
Swasey sales, and has accomplished its objective, 
it has made a fine contribution to better under- 
standing of the factors which make our system 
work in producing more goods for more people, 
thus raising the standard of living. 

This campaign is the work of Kenneth W. Akers, 
of the Griswold-Eshleman Co., and Mr. Pattison 
made some remarks about his method of working 
with the agency which should be taken to heart 
by other advertisers. He emphasized the fact that 
the company either accepts or rejects the adver- 
tisements proposed by the agency, but never at- 
tempts to rewrite or revise the copy. He pointed 
out that the small number of ads not accepted in- 
cluded for the most part those which involved 
considerations of company policy, rather than the 
copy itself. 

Since Warner & Swasey’s advertising has been 
successful, as a matter of record, the plan of 
agreeing on objectives and general thinking, and 
then leaving the details of copy and layout to the 
agency, has obviously worked well. It is to be 
commended to advertisers in general, for much 
of the weakness and insipidity of copy appearing 
in both industrial and general media is due to 
too many blue pencils working on advertisements. 

If you have doubts about the ability of your 
agency to produce the kind of advertising you 
want, get another agency. If you have confidence 
in your agency, let it act without over-editing. 








Who will be running the metalworking 
plants of 1960? 


Of this we can be sure—in many cases the men running 
metalworking plants in 1960 will not be the same men 
who are running them today. A recent study of Erie, 
Pennsylvania, revealed that, in just 3 years, 56% of the 
companies had placed new men in one or more top 
positions. Imagine the high percentage of turnover 
by 1960! 


These new men will be mighty important people —quite 
a bit more important than their predecessors of the 
1950’s. Why? Because they will be responsible for 
operating a metalworking industry perhaps half again 
as large as it is today ... supplying an ever increasing 
demand generated by 18,000,000 more consumers in an 
economy which has expanded from a gross national 
product of $321 billion to $400 billion or more. 


These new men will be very important people for still 
another reason—they will be making the buying deci- 
sions. They will be deciding whether your product or 
your competitor’s is going to be used. Your success in 
selling to metalworking in the 1960’s depends upon the 
extent to which these men are favorably impressed with 
your company and your products. 


But how can you reach them—how can you get your 
story across—when you don’t even know who they are? 


~~ 


The answer is easy—but time is short. The men who 
will head the metalworking industry ten years from now 
are, almost without exception, working their way for- 
ward in lesser positions in metalworking today. But 
more important than that—essentially every one of them 
is an interested reader of several industrial publications. 
Every study ever made among leaders of industry 


proves this. 


Your advertising to metalworking men today is insuring 
your share in the tremendously expanded markets of 
the 1960’s. The position you hold then will reflect the 
effectiveness of the job your company did in 1952... 
and 1955... and 1958. 


Penton publications have developed considerable 
marketing information which may help you in your 
long range planning. If you would like to study the 
progress of any segment of the metalworking industry 
or to analyze data bearing on future sales goals, we'll 
be glad to hear from you. 


™ PENTON company 


PENTON BUILDING ¢ CLEVELAND 13, OHIO 
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Radio Engineers 
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THE INSTITUTE OF RADIO ENGINEERS 
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Benefit from 
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More 


a year, 
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Section meetings are in 
e world. 
e held 
and discussing 


rs. Wherever 


s throughout tl 


such meetings ar for 


ring engineering 
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ngineers, an active section 





Members on a geographic 


IRE Services to Members 
In addi 


Groups whicl 


tion, there are 16 Professional and Industry — 

hold meetings on special- 

Here in the IRE Headquarters Building 
at 1 East 79th Street, New York City, 
a busy staff of editorial people work on 
the group pro- 


corres- 


ized subjects, or branches of radio, 


ranging from audio to airborne elec- 


tronics, f1 


These 


study 


om broadcasting nuclear 


to 


° * lage Al > © € Oo oY 
chenoe. groups provide special- magazine, and another 


cess applications and service 
The 
organizes professional groups, and forty 
which 


keep order and establish standards in 


ized into the deep corners of a 


gigantic technology. pondence technical department 


These meetings, together with the standing technical committees 


regional and national conventions and 


xhibits, are provided for IRE members, the world’s fastest growing science. 


to keep them ever abreast with the '. ‘ 
ae , Four rooms are constantly busy with 
advances of their chosen science. 


technical meetings, which serve mem- 
bers and industry by coordination and 
clarification, expressed in “Standards” 


annual “IRE DIRECTORY”. 


*ABC Statement of Dec. 31, 1951 for all member- 


ship from young to senior engineers. and the 


THE INSTITUTE OF RADIO ENGINEERS 


Established 1913 


A Balanced Promotion Package 
“Proceedings of the I.R.E.” The IRE Directory 
The Radio Engineering Show 


303 WEST 42nd STREET, NEW YORK 18, 
Circle 63026 
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NIAA 


Chapter activities 
of the National Industrial 
Advertisers Association 





Institute picks Cleveland as HQ 


Chapple elected chairman 
of board; Hays. vice-chairman; 
Maddox named secretary 


® PITTSBURGH Headquarters of 
the new NIAA Industrial Advertis- 
ing Research Institute will be estab- 
lished in Cleveland for the immedi- 
ate future. 

The board of trustees of the in- 
stitute has elected Bennett S. Chap- 
ple, Jr., assistant executive vice- 
president, U. S. Steel Co., as chair- 
man of the board. George O. Hays, 
president, Penton Publishing Co., 
Cleveland, was elected vice-chair- 
man and John C. Maddox, assistant 
to the president of Fuller & Smith & 


On the Light Side . . at the NIAA conference, wives of members 


tour of Chicago while kusbands were at 


Ross, Cleveland, was elected secre- 
tary. 

These developments were re- 
ported by Mr. Chapple in a progress 
report to subscribers. The location 
of Mr. Hays and Mr. Maddox in 
Cleveland presumably influenced 
the decision to establish headquar- 
ters in that city for the time being. 

The trustees, Mr. Chapple re- 
ported, are now actively seeking a 
fulltime director for the institute. 
It was learned from another source 
that several applications for the 
position were turned over to the 
trustees soon after their election by 
the 335 contributors to the insti- 
tute’s funds. 

The seven trustees will meet in 


STARTING 

T P 

STATE & uiner 
HA.7-8768 





took a sightseeing 


meetings. Some 200 wives attended 


news 


National headquarters * 1776 Broadway, New York 19, N. Y. 
John F. Apsey, Jr., president 
Blaine G. Wiley. executive secretary 


August to decide what’s next in the 
institute's non-profit program of re- 
search in industrial advertising . . 
a program that has behind it $86,- 
000 in cash and pledges from ad- 
vertisers, agencies and media. 


Evans proposes NIAA organize 


a production committee 


® CHICAGO . 
ing formation of a national commit- 
tee to “inspire industry to work for 
greater 


. A resolution propos- 


and more efficient produc- 
tion as a patriotic duty” has been 
submitted to NIAA President Gene 
Wedereit by Keith J. Evans, adver- 
Joseph T. Ryerson 


Chicago, one of the as- 


tising manager, 
& Son, Inc., 
sociation’s founders. 

Improvement of national defense 
and maintenance of the nation’s! 
standard of living were cited as ob-) 
jectives. In a letter to President” 
Wedereit, Mr. Evans suggested’ 
seeking cooperation of the Adver-) 
tising Council in organizing the; 
project 


Student's industrial ad budget 


to get Hartford chapter award 


® HARTFORD, CONN. . . An annual 
award to stimulate college interest 
in industrial advertising as a-career 
has been established at the Univer- 
sity of Connecticut by the Industrial 
Advertising and Marketing Council, 
Western New England chapter of 
the NIAA. 

A $100 cash award will go to the 
marketing student in the 
University’s school of business ad- 
ministration who submits the best 
paper to the council outlining the 
expenditures of a one-year, $100,000 


1952 /us 


senior 














NIAA NeCwWs 


industrial advertising budget 
Papers submitted by students may 
include outlines for space advertis- 
ing programs, printed sales helps 
The only 


stipulation is that the product for 


and other selling tools. 


the budget must be one made by 
a Connecticut manufacturer who is 
connected with the council. The 
council expects to set up a file of 
member companies’ product litera- 
ture at the school, to serve as source 
material as well as for the general 
enlightenment of all students in the 
marketing course 

In addition to the cash and a 
certificate of award to the winner, 
a permanent, annually-engraved 
plaque will be placed in the Uni- 
versity’s school of business admin- 
istration building. Two certificates 
of merit will go to runners-up 
Initial awards will be made at the 
May, 1953, chapter meeting, which 
the winner and runners-up will be 


invited to attend 
NIAA chapters elect Weimer, 
Twichell, Smith 


W. F. Weimer, ad- 
vertising manager, Rockwell Manu- 


@ PITTSBURGH . 
facturing Co., Pittsburgh, has been 
elected president of the Pittsburgh 
Industrial Advertising Council, 
which passed its 25th anniversary 
this year 

Mr Weimer, 


Oo 
+g who has ap- 





peared as a 
speaker on two 
NIAA 


convention pro- 


national 


grams, began his 
career in 1936 as 
a sales trainee in 
the Rockwell 
company’s Pittsburgh Equitable Me- 
ter Div 
department until 1945 when he was 


Weimer 


He remained in the sales 


named advertising manager of the 
division. In 1951 Mi 
promoted to 


Weimer was 
general advertising 
manager of Rockwell 

Other officers elected were G. B 
Motheral, Pittsburgh Plate Glass 
Co., vice-president; P. F. Vollmer, 


Blaw-Knox Co., Fr. B. 
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secretary; 





Mahon, Duquesne Light Co., treas- 
urer. All companies listed are of 
Pittsburgh 


Hudson-Mohawk 
® ALBANY Paul S. Twichell, as- 


sistant director, division of state 


publicity, New York State Depart- 
ment of Commerce, has been elected 
president of NIAA’s Hudson-Mo- 
hawk chapter for the 1952-53 term. 

Mr. Twichell, whose own agency 
was recently merged with Wood- 
ard & Voss, Albany, to enable him 





How industrial advertising 


This is the thirteenth in a new series of 
case histories collected by the committee 
on advertising effectiveness of the NIAA. 


By David F. Beard 


7en2 Dire: 





lisville, Ky 

(and later 
purchased) from the government ex- 
tensive aluminum production plants 


8 IN 1946, we leased 


at a time when most everyone fore- 
cast that “aluminum would be run- 
ning out of our ears.” In develop- 
ing new markets for aluminum, we 
looked at the duct work in the heat- 
ing and ventilating field as a large 
potential market. 

Of course, during the steel short- 
age many people were beating paths 
to our door to get aluminum. We 
applicants 
were using aluminum strictly as a 


knew many of these 
substitute and so would not repre- 
sent real markets when steel again 
became available. Consequently, af- 
ter considerable study and analysis, 
our company allocated a substantial 
amount of aluminum for heating and 
ventilating ducts on the basis that 
we could introduce the aluminum 
during the shortage period and re- 
tain a substantial part of this mar- 
ket because of the advantage of 
aluminum for this application. 

Our first step was to obtain last 
minute space in the Heating and 
Ventilating Show being held in 
Cleveland in January, 1947. Al- 
though we actually sold aluminum 
from the exhibit space and had a 
crowd in our exhibit at all times, 
most of the people were looking for 











aid off 


a material purely as a_ substitute 
and stated that aluminum would not 
form on a Pittsburgh Lock Seamer 
and therefore was not suitable for 
this application. Of course, most of 
them had been purchasing surplus 
aircraft aluminum instead of the 
correct alloy and temper recom- 
mended by our Technical Division. 

During the following year, we ad- 
vertised aluminum for duct work in 
several business papers reaching the 
heating and ventilating field and 
sheet metal workers as well as the 
architectural and building field. We 
prepared in our technical editorial 
department a booklet, “Aluminum 
in the Heating, Ventilating and Air 
Conditioning Field.” Almost 20,000 
copies of this 32-page booklet were 
distributed the first year. We con- 
ducted direct mail campaigns in the 
field. 

In January, 1948, we obtained 
more suitable space in the Heating 
and Ventilating Show and set up a 
Pittsburgh Lock Seamer in order to 
prove that aluminum would readily 
form on this equipment. Very few 
needed to be shown as practically 
all had tried and proved aluminum 
during the year 1947. In other 
words, we succeeded in one year’s 
time in familiarizing the trade with 
aluminum for this application. 

Although the demand is not as 
extensive as during the days of gal- 
vanized sheet shortage and gray 
markets, we retained a substantial 
portion of this market right on 
through from 1947-1948 until Korea 

. when of course the metal again 


came under restrictions. 








to accept the state appointment, be- 
gan his career in 1937 with the De- 
Rouville Advertising Agency, Al- 
bany. During World War II he 
served with the Army Air Force. 
Past affiliations include Goldman & 
Walter Advertising Agency, Albany; 
R. H. Macy & Co. New York; 
Petrolagar Laboratories, Chicago. 

Other new officers include Alleyn 
H. Beamish, Woodward & Voss, Al- 
bany, vice-president; M. E. Ziegen- 
hagen, General Electric Co., Sche- 
nectady, treasurer; George M. Rob- 
inson, Mohawk Paper Mills, Cohoes, 
N.Y., secretary. 


Montreal 
@® MONTREAL . . The Industrial Ad- 
Association of Montreal 
has elected L. G. 
Morris, 
tising manager, 
Brown - Beveri 
(Canada), pres- 
ident for the 
coming year. 
The slate of 
officers includes 
C. J. West, Tex- 
tile Co. Ltd., vice-president; A. F. M. 
Canadian Industries Ltd., 
R. L. Burdick, J. J. Gib- 


treasurer. 


vertisers 


adver- 


Morris 


Biggs, 
secretary; 


bons Ltd., 


Edit NIAA conference report, 
based on tape recordings 
® CHICAGO An eight-man com- 
mittee is editing a complete report, 
based on tape recordings, of the 30th 
annual conference of the National 
Industrial Advertisers Association. 
All sessions of the three-day con- 
ference were “covered” by tape re- 
cordings, which are being condensed 
and edited for publication in a 
booklet that will be distributed to 
NIAA members. The booklet will 
be published by the Chilton Pub- 
lishing Co., Philadelphia, which pub- 
lished a similar report of the New 
York conference last year. The con- 
ference editing committee is headed 
by Bob Aitchison, Shrout Associ- 
ates, Chicago. 


NIAA’s Montreal chapter . . i: 
S inior 
J for its mem 
service will 


will 


INNIAA 


FROM THE ) NFERENR 
= At the sixth annual National 
Industrial Advertisers Association 
conference held in Cleveland, June 
13-15, 1927, NIAA members con- 
gratulated themselves because: 

1. The convention broke all at- 
tendance records. 

2. The 536 panel exhibits of in- 
dustrial advertising were the most 
ever displayed. 

3. The association's 800 members 
represented a 60° increase over 
1926, with a total of 1,000 members 
expected by autumn of 1927. 

The effect of Col. Charles A 
Lindbergh’s solo flight across the 
Atlantic was strongly felt and re- 
ferred to throughout the convention 
and the July issue of INDUSTRIAL 
MARKETING. Tom Hendricks, toast- 
master at the banquet, paid tribute 
to the men in industry whose efforts 
made the flight possible, and pointed 
out the current advertising featur- 
ing “industries’ league of service.” 
Among advertisers with tie-in ads 
at that time were Vanadium Steels, 
Alan Wood Iron & Steel Co., Beth- 
lehem Steel Co. and the U. T. Hun- 
gerford Brass & Copper Co. 

St. Louis, backed by enthusiasm 
for Col. Lindbergh and “The Spirit 
of St. Louis,” presented an impres- 
sive invitation to the NIAA to meet 
there in 1928, and it was indicated 
that the invitation would be ac- 
cepted. 

And a classified ad in IM began 
“We are looking for one or two 
young men of the Lindbergh type 
to learn the trade paper publishing 
business .. .” 


Highlights . . New president was 
J. R. Hopkins, advertising manager, 
Chicago Belting Co., one of the 
founders, who was the unanimous 
recommendation of the nominating 
committee. Ezra W. Clark, Clark 
Tructractor Co., Buchanan, Mich., 
former first vice-president in line 
for the presidency, had announced 
earlier that he would be unable to 
accept an NIAA office because of 
added duties in his business. 


CAH 
ane aa ie 


The sixth conference was the first 
marked by 
means of giving advertisers, agen- 


group meetings, as a 


cies and publishers opportunities for 
individual discussion The con- 
ference decided that affiliation with 
the International Advertising Asso- 
ciation should be maintained for the 
present time . . The Milwaukee 
chapter won the prize offered for 
the greatest percentage of attend- 
ance, with nine out of 24 members 
on deck A Warner & Swasey 
spread was judged the best business 
paper ad, and won the Penton prize 
The committee on college rela- 
tions urged that a five-point pro- 
gram be adopted, including the for- 
mation of a national Advertising 
Foundation to carry on extensive 
research and educational work. 
In his keynote address to the con- 
ference, Dr. Glenn Frank, president, 
of Wisconsin, said the 
must face 


University 
advertising profession 
four duties . . 
ly, to educate the nation in the uses 


to route out the bol- 


to use slogans honest- 


of prosperity, 
sheviks of business (apostles of red 
tape and blundering administrators 
who put balance sheets: in the red), 
and to merchandise modern thought 

Frederick M. Feiker, 
director of the Associated Business 


managing 


Papers, said that definite objectives 
should be adopted for industrial re- 
search with advertisers and pub- 
lishers cooperating to guide govern- 
ment efforts A convention time 
ad told of an ABP luncheon in New 
York, addressed by 
Martino, 
opened his talk on the Facismo as 
Bolshevism and the 


Giacomo de 


Italian ambassador, who 


the opposer of 
builder of commercial and industrial 
Italy by telling his audience: 

“It is a fortunate thing for any 
diplomat to have the opportunity of 
meeting business people . who 
know that diplomacy has undergone 
a great change in recent times. The 
old secret diplomacy built up in the 
mystery of cabinets is gone . . dip- 
lomacy has one necessary basis 


economics.” 
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G-B builds product into mail piece 





We could simply have told the 
reader it Was fire-resistant in so 
many words. He might believe us 
Then again he might not. But hav 


ing I go through the act of pik k- 





up his book of matches, striking 





the blaze, then applying it to the 
Ultralite, effectively proved and 
“fixed” the idea in his mind . . as 
mere words wouldn't 

That specific quality of the insula- 
tion lent itself to demonstration; 
other qualities didn’t. When that 
was the case, when we had to “tell” 
these things, it was always in sim- 
ple, direct language, almost in 


newspaper headline style 


Production Caution . . For the 
advertising manager who may con- 
template a similar product-insert 
direct mail campaign, we offer this 
preparatory caution: you can ex- 
pect production difficulties to run 
in direct proportion to the number 
of steps in the direct mail process 
the more operations, the more com- 
plicated things are likely to become 

We started out with the idea of 
letting” the printing, the hand- 
work, and the addressing separate- 
ly. (We did the die-cutting of the 
insulation swatches on our own 
presses.) But the separate opera 
tions in separated locations got too 
involved with too many people. So 
we let the printer do everything, 
and ona bid basis 

The single-sheet pieces in red and 
black (see samples) the entire 
series, were “let” in one batch. We 
insisted the printer do the whole 
thing under his own roof; felt that 
would avoid getting things spread 
all over town That he lped, too, on 
the bulk mailing; kept the whole 


operation under strict control 


Once we were well under way, we 
thought, some kind of “pattern of 
activity” would establish _ itself; 
everything should fall neatly into 
place That was the dream; the 
reality was something else again 
One “reality,” one of the first prob- 
lems we had to meet, was how to 


run the Ultralite thin enough to 


mail 


18 / indi trial Marketir 


The plant men listened and said: 
“It can’t be done, not that thin.” We 
said: “You haven't tried” . . and 
had to talk them into making the 
attempt. They tried it, and it did 
come out thin enough for our pur- 
poses. But plant men die hard . 
as any marketing man will tell you 
It’s still a fact that every time we 
make a run for a mailing, someone’s 
got to go over to the machine area 
and make “feel” and “bounce” tests 
to insure that we get good material, 


suitable to our purpose. 


Victory over Post Office .. We 
ran into other production difficul- 
ties, after we were all set up and 
“in print,” this time from unex- 


pected quarters. Uncle Sam’s post 


sheet pieces, went to a general list, 
all new prospects, and to our dis- 
tributors as well in all, about 
20,000 pieces per mailing. These 
were simple, in two-colors 8% x 
11”; per head cost about 8¢ each. 
We were only mildly successful. 
We didn’t hit our stride, in fact, un- 
til we went over to the fold cards 
and became more selective, aiming 
for specific interested groups in 
heating, ventilating and the air- 
conditioning industries; and in al- 
lied areas, among architects, me- 
chanical engineers, sheet metal 
shops and insulation applicators. 
The balance of the mailing went to 
manufacturers of original equip- 
ment, like refrigerator makers, 
truck and trailer body people, man- 
ufacturers of hot water heaters, 
stoves, vending machines, deep 
freezers, portable coolers, and espe- 


cially to the house trailer makers. 


Fold Card Cost Less than a Penny Apiece.. 


Product-Insert Piece 


Who Got It: 





office, for instance, gave us a bad 
turn or two. 

Every time we mailed (under 
34:66 PL&R) the local P. O. man 
sent up a shout so loud we thought 
Washington itself must hear it. First 
it was: “Can't do it. They won't 
tie right and stay tied.” Another 
time it was: “Nh-hn, take °em back 
Won't stack right.” 
fringing Regulation X, Article 2, 


Section 12, and so on 


Or we were in- 


We squared away with them on 
each objection in turn; finally got 
desperate, wrote Washington; got 
an “okay” real quick, too, from 
P. O. Department headquarters. Felt 


like framing the lette1 


Selectivity Pays Off . . One day, 
finally, we found ourselves with 
everything done and only one more 
decision to make: which men, in 
what particular areas of industrial 
activity, would receive our direct 
mail pieces? We decided for the 
“buckshot” method 


The first mailings, the single- 


At How Much Per Head: 


N7QS4 
2¢ 


Metal building manufacturers and 
dealers, too, were considered “good 


pre »spects.” 


Cost Stays Low .. A cost break- 
the last 
four pieces we have mailed and the 


down of our fold cards 


best four of the 18 in the series . . 
shows them to have been no more 
expensive than the simpler, al- 
though less effective, single sheet 
two-color pieces (see chart.) 

An analysis of these four mailings 
developed interesting conclusions: 

Most popular piece: the “Turkey” 
pop-up. 

Piece that drew the most in- 
quiries: “Duct Soup.” (We’re still 
analyzing that one to find out more 
reasons why.) 

Piece that drew the fewest in- 
quiries: the “Christmas Card.” 
(Still wondering if we pulled a 
boner, trying to tie in with the holi- 
day.) 

The “Duct Soup” direct mail piece 
was most successful for several good 
reasons. (1) It made the best tie- 
up between Ultralite and air condi- 
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Big words 





like... 
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to manufacturers of 





analytical and control instruments 
component parts for instruments 
reagent and specialty chemicals 


laboratory equipment and apparatus 


Here, in the laboratory of the Jefferson Chemi- 
cal Company, Inc., plant at Port Neches, Texas, 
complex distillation set-ups are constantly used 
to analyze ethylene glycol (a permanent anti- 
freeze) and ethylene dichloride (used in mak- 
ing tetraethyl lead fluid). These analytical 
tools help check operating conditions and in- 
sure the high purity of company products. 


Analysis, control and research are important 
links in the development and production of 
these two compounds which keep the knock 
out of auto engines and the ice out of their 
radiators. 


And in all 24 chemical and process industries, 
products that play an essential part in research, 
development and production activities—wher- 


ever analysis and control are concerned—are 
bought and specified by the chemists, engineers 
and scientists who use them. 

These professionals look to ANALYTICAL 
CHEMISTRY, with its big words, for the work- 
material they need ; for ANALYTICAL CHEMISTRY 
is their only workmagazine. That’s why your 
advertising should be in the magazine that 
brings big business. 











Pharmaceuticals, 


Your market Alcoholic Beverages 
Medicinals and 


with Atomic Processing 
Cellulose Products 

ANALYTICAL CHEMISTRY: Cement and Lime 
Products 

Chemicals 

Coke, By-Products 
and Gas 

Explosives 

Fertilizers 

Food Processing 

Glass, Ceramics and 
Refractories 


An 
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¢ M ‘3 M ] $ T Rg Y Advertising Management: 


Leather Processing 
Linoleum and Artificial 
Leather Cosmetics 
Metallurgical Products Plastics and Synthetic 
Oils, Fats, and Soap Resins 
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and Inks Storage and Dry 
Paper, Pulp and Wood Batteries 
Processing Sugar Processing 
Petroleum and Textile Finishing 
Petrochemicals Miscellaneous 
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tioning an area of application 
much in the news of late. (2) It 
picked up support from our con- 
sistent and heavy advertising sched- 
, 


ule in the heating, ventilating and 


air conditioning field 


Sales Rise . . Overal! success of the 
new product-insert campaign was 
measured indirectly by a_ steadily 
rising sales curve, the enthusiastic 
response of Gustin-Bacon salesmen 
and the quickened sales interest of 
our distributor salesmen 

Returns for the first series of ten 
mailings (the simple sheet type, 
them) 


more than 4 


most of averaged a little 
Subsequent mail- 
ings, particularly the last four, 
worked the figure up nearer 10% 

It was along about the tenth or 
eleventh mailing piece that we de- 
cided we weren't taking full ad- 
vantage of the attention and interest 
aroused by the campaign. We and 
Valentine-Radford felt we could tie 
in our mailings more closely with 
each salesman’s regular calls; could 
open doors for him, maybe even 
“soften them up” a little just be- 
fore his call So, temporarily, we 
shelved the all-market list and be- 
gan to call our shots, directing the 
mailing to select buying and spec- 
iying groups 

From that time on, every inquiry 
has been followed up at once by a 
call from either a Gustin-Bacon 
salesman, or a distributor's sales- 
man. We have limited ourselves to 
two objects: (1) to catch the eye 
and ear of customers and prospects 
and (2) to hunt out “new business” 
and convert it into new markets 
We have reason to believe we are 


succeeding in both areas 


Which ad 


attracted 


more readers? 


® THE MONARCH AD attracted more 
readers 

Both ads featured cost cutting by 
means of the advertised lathe. But 
one reason for the difference in 
readership may have been the dif- 
ference in the type of story told. 

Potter & Johnston included “in- 
creased production at lower costs” 
in the headline and told how this 
could be achieved: “Two spindles 
. one power source . .” with illus- 
trations of a machine that can per- 
form work on two parts at the same 
time 

Monarch told what the savings 
in the 


in costs were . . specifically . . 


head: “A battery of turret and en- 
gine lathes takes 91% hours to finish 
turn this bowl. It takes one Mon- 
arch lathe with Air Gage Tracer 
just 85 minutes.” Monarch avoided 
P&J's worn generality . . “increased 
production at lower costs” and let 
concrete figures tell the story 
Thus, one 


method and the other told the re- 


advertiser told the 


sults of production cost cutting by 
means of the advertised lathe. Meth- 
ods are often interesting and con- 
vinecing in backing up the advertis- 


Monarch 
Seen- 


Noted Assoc. 


Below is 
the answer 
to the problem 


on page 52 


er’s promise of results. But results, 
themselves, are the real benefit and 
are therefore usually the reader’s 
primary interest. This means re- 
sults that are clearly valuable or 
impressive and, of course, specific 
. not general. 
In every business publication, 
there seems to be a magic idea or 
In Machinery, that idea is 
The words 
alone in headline or copy won't 


phrase. 


“increased production.” 


necessarily accomplish much. But 
documentation of that magic idea 
has been shown repeatedly to boost 
readership. 

Another factor attracting readers 
for Monarch may have been the 
strong, simple layout with one 
large, dominant illustration above 
a two-word poster headline that 
caught just enough curiosity to pull 
attention to the real selling message 
in sharp reverse on the illustrated 
blackboard. P&J’s layout was clearf 
but, even with the advantage of a 
second color, did not quite achieve 
the simple power of Monarch’s. 

The scores, as reported by Daniel 


Starch & Staff, New York: 


Potter & Johnston 


Read Seen- Read 
Most Noted 


Assoc. Most 
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© Read Most 








DO YOU WANT ORDERS 


AND [UUNGITEE INQUIRIES FROM INDUSTRY ? 


You can get a steady flow of direct orders and in- 
quiries from industry by taking advantage of the 
PROVED SELLING PowER of directories. 

The ‘Survey of Industrial Buying Practices” 
conducted by the National Industrial Advertisers 
Association shows that industrial buyers contact sell- 
ers more often through directories than through any 
other source. 

And the directory that gives you the greatest 
coverage of the manufacturing market is the Con- 
OVER-MAST PURCHASING DriRECTORY—60% more 
manufacturing circulation than you get through 
any other directory. 





At an amazingly low cost, the CONOVER-MAST 
PURCHASING DIRECTORY will place your name 
prominently before the men who buy in practically 
every worthwhile plant throughout industry. The 
result will be a steady flow of orders and buying 
inquiries for you. 


This is what advertisers say about the 
Conover-Mast Purchasing Directory — 


“We think our advertising in your Directory is 

Jog one of the best advertising investments we have 
jx ever made.” 

— Buchanan Electrical Products Corp. 


"Exceptionally well satisfied with results many 
inquiries many substantial new accounts.”’ 
—lllinois Gear & Machine Co. 


Have been advertising with you for nine years 

and each year are more and more enthusiastic 

A recent inquiry made a sale of $20,000." 
—Abbot Corp. (Pneumatic Tube Systems) 


"Has brought us $12,000 worth of business."’ 


WRITE FOR DETAILS—TODAY! NO OBLIGATION ee ane 


CONOVER-MAST PURCHASING DIRECTORY GIVES 


Conover Mas? YOU 60% MORE MANUFACTURING CIRCULATION 


THAN THE NEXT DIRECTORY 


PURCHASING “ait con 
ca 25,011 CCA 
MPD 
2.852 Dec. 1951] 


THOMAS’ se: 19,943 ABC 
13,086 
DIRECTORY REGISTER a Dec. 1951 
18,354 CCA 
737 NORTH MICHIGAN AVENUE, CHICAGO I], ILL. MacRAE'S 13,811 4,543 Dec. 1951 


ghcte i a aaah : MANUFACTURING CIRCULATION ALL oTHER[_] 


RK . EVELANC . AN 


CONSULT YOUR ADVERTISING AGENCY 
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volume 
| papers 


fo 


advertising 


in business 





July volume 8.4 (in pages) over ] 
pagechange °% change 





32,142 29,649 


Grand total 


Year-to-date volume 11.2’) (in pages) over 1951 
i] 


1952 1951 °o change 


page change 





Grand total 237,586 213,624 23,962 11.2 


Total paid advertising, including classified 


July pages Pages to date 
Industrial grouy 1952 1951 1952 1951 Industrial group 


July advertising volume gains 


8.4%; cumulative up 11.2% 


® THE 266 business papers reporting 


advertising volume to INDUSTRIAL 


MARKETING are continuing to in- 
crease page volume, but not at so 
fast a rate as in the early part of 
1952 

The July increase for all publica- 
tions was 8.4%; above July, 1951 or 
2,493 pages. Cumulative totals for 
July were up 11.2°7, or 23,962 pages. 

Percentages by groups for July, 
and cumulative totals follow: 165 
industrial papers, up 9.9% or 1,865 
pages for the month; 13.7% or 18,260 
pages for the year. The seven prod- 
uct news publications, figured on a 
one-ninth page unit, gained 12.2 
in July or 269 pages; 14.1° for the 
year or 2,309 pages. 

The 55 trade publications in- 
creased 4.4°% or 242 pages in July, 
47°; or 1,938 pages for the first 
seven months, while the 22 class 
papers increased 67 pages or 3.4% 
in July, 900 pages or 5.7°% total for 
the year. The 17 export publications 
increased 50 pages or 4.8°7, for the 


month, 555 pages or 7.7% for the 


year 


July pages Pages to date 
1952 1951 1952 1951 
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Purchasing Officials 
Locate Your Product 
Quickly...in MacRae’s 


Most best-rated firms preter the most accurate, 
most accessible industrial directory and reference 


medium—MacRAE’S BLUE BOOK, containing 


all the information they need—-quickly, simply 


and easily 


ALL in 
ONE BOOK 


mel 


For advertising and M ¢ Cc 


book rates, write: ‘ 
MacRae's Blue 
Book, 18 East Huron 


a America’s Greatest Buying Guide 





July pages Pages to date 
Industrial group 1952 1951 1952 1951 





July pages Pages to date 
Product news group 1952 1951 1952 1951 





July pages Pages to date 
Trade group 1952 1951 1952 195i 





pages 
1951 


Pages to date 
1952 1951 





Trade group 


Class 


group 


July pages 


1952 


1951 


42,922 40,984 


Pages to date 
1952 





Export 


group 


July pages 


1952 


1951 


64 15,74 


Pages to date 
1952 1951 
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POWER PLANT RUBBER GOODS OFFICE FQUIPMENT 


WOODWORKING RANROAD 


Fi Sh, Ge Lae, 


BAKERY STONE PRODUCTS PAPER 


AA, WAR cot oes i 


SHIPYARD 


COSMETICS TEXTILES Aiport 


Were alll in the steel business / 


oth ae oe GU a 7 Sa Sk 


SHIPPING 


RESTAURANT 


MUNICIPAL PRINTER 


TANNERY INSTITUTION 


LAUNDRY 


PACKAGING CHEMICALS 


FOOD PRODUCTS 


PUBLIC WORKS 


UTHITY 


LUMBER 


FOR EACH OF US TO GET MORE STEEL...AND PRODUCTS MADE OF STEEL... 
WE'VE GOT TO PROVIDE MORE SCRAP TO MAKE THE STEEL. 


Half the melting stock used in the 
steel mill or iron foundry consists of 
iron and steel scrap. In normal times, 
enough scrap is produced by the mills, 
foundries, railroads, fabricators and 
scrap dealers to fill the need. 

But now the mills have stepped up 

— to meet the greatly increased 

military and civilian demands for steel. 
And that increased capacity has out- 
stepped the supply of scrap. 

That is why we are calling on plants 
in both metal-working and NON- 
METAL-WORKING industries to pro- 
vide the needed scrap NOW. 


You have the heavy scrap 
needed to make more steel 


Enough obsolete machinery, equip- 
ment and parts are being carried as 
useless inventory to give a big push to 


the production of steel. Surveys have 
proved this. 

The trick is to get that old steel into 
the hands of the steel producers. 

We're putting that job up to you. 

To help maintain steel production.. 
provide more steel for the equipment 
you want... turn in your idle iron 
and steel to } your local scrap dealer. 


What you can do fo help 
maintain steel production 


Appoint one top official in your plant 
ce take full responsibility for surveying 
the plant and getting out the scrap. 


2. Consult with your local Scrap Mo- 
bilization Committee about its program 
to help out in the scrap crisis. For 
chairman’s name, check with your 
Chamber of Commerce, or the nearest 


This advertisement is a contribution, in the national interest, by 


INDUSTRIAL MARKETING 


office of the National Production Au- 
thority, Department of Commerce. 


3. Call in your local scrap dealer to 
help you work out a practical scrapping 
program. Non-ferrous scrap is needed, 
too. 


4. Write for free booklet, ‘Top Man- 
agement: Your Program For Emer- 
gency Scrap Recovery’, addressing Ad- 
vertising Council, 25 W. 45 St., New 


York 19, N. Y 


SCRAPPY SAYS : 





ELECTRICAL GOODS 


PETROLEUM 


The Future Belongs to Those Who Prepare for It... 


Now, before Government Spending Passes Its Crest 
is THE TIME TO INVESTIGATE NEW MARKETS 


Now is the time to plan your marketing 


strategy to meet changing conditions .. . 
now while you have ample opportunity 
to weigh the probable effects of re- 
duced defense or increased civilian ex- 
penditures upon your own picture and on 
that of your present customers. Start 
now by making preliminary market eval- 
uations through your new 1953 MAR- 


KET DATA & DIRECTORY NUMBER: 


Study all the latest data which our editors 


The One and Only 
Fact-Packed Reference on 
Both Markets and Media 





For Detailed Data See 
Industrial Marketing's 
Annual Market Data 
& Directory Number 


LOOK FOR 
THIS EMBLEM 
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have compiled on the 84 major indus- 
trial and trade markets. Order the ad- 
ditional media-prepared market studies 
it offers. Write to the trade associations 
listed. Call in the business paper repre- 
sentatives. Get going now with MD&DN 
— your best starting point in locating 
new marketing opportunities and the 
business papers best equipped to aid you 
in developing them. 


Contents of the 
1953 Edition 

MARKET DATA & 

DIRECTORY NUMBER 


1. The latest data in words, figures, and charts on sales, 
production, consumption, number and geographical dis- 
tribution of companies, and buying trends — plus a score 
of other factors significant in selling and advertising to 84 
major classifications of industries and trades. Information 
is compiled from government agencies, trade associa- 
tions, publications and other expert sources, with the re- 
sult that virtually every facet of every market picture is 
revealed for your evaluation. 


2. Over 2,400 business papers, classified according to 
markets served, are listed with details on rates, circula- 
tions and mechanical specifications. 


3. Approximately 200 leading business magazines make 
available to you through paid space their own informa- 
tive material on markets, coverage and services. 


4. Trade association names and addresses, classified ac- 
cording to markets served, are included to aid you in 
directing inquiries for special information. 


5. Market studies especially prepared by business pub- 
lications are digested and catalogued by markets. Copies 
will be delivered to you upon inquiry to MD&DN’s Reader 
Service Department. 
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Abernethy Publications .... 

Advertisers’ Research Service 

Advertising Age 41- 

Advertising Publications, Inc. 41-44, 47- 

Aeronautical Engineering Catalog 

Aeronautical Engineering Review 

Air Force 

Air Force Times 

America Clinica 

American Artisan 

American Automobile, The 

American Aviation 

American Aviation 

American 

American 

American 

American 

American 

American 

American 

American 

American 
neers 

American Lumberman & Building Prod- 
ucts Merchandiser 

American Machinist 

Amaican Metal Market 

American Motel Magazine 

American Restaurant Magazine 

American Roofer & Siding Contractor 

American Society for Metals, T 

American Society of Civil Engineers 

American Society of Heating and Ven- 
tilating Engineers, 

American Society of Lubrication Engi 
neers, The 

American Society of Mechanical 
neers, The . 

American Society of 
The 


44 
50 


Directory 


rewer 

Brewer Register 
Builder 

Ceramic Society 

Chemical Society 
City, The 

Gas Handbook 

Gas Journ. 

Institute of 


The 


Chemical Engi- 


Engi- 

157 
Tool Eng. meers 

Insert Between 384- 

American Trade Publishing Co 243, 

Annual Butane-Propane Catalog 

Annual Buyers Guides For Automotive 
Products, Industrial Machinery and 
Construction Equipment 21 


1 Construction Bulletin 
17 


201 
Construction Digest 
Construction Equipment 
Construction New: Monthly 
Constructioneer 201, 203 
Contractors and Engimeers Monthly 197 
Corrosion 387 
Cosgrove Publishing Co 486-487 
Cotton Gin and Oil Mill The 149 
County and Township Roads 194-195 


. 146 
259 
. 472 


205 
201, 209 


Press 


Daily Journal of Commerce 

Dairy Industries Catalog 

Davison Publishing Co 

Dealer Products File 

Directory of tron and Steel Plants 
— of Michigan Manufacturers 


97 
390 


Directory of Steel Processing Piants . 
Dixie Contractor 
Dodge Corporation, F 

92, 102- 105, 165, 319, 377 
Dodge Mfg Corporation 16 
Domestic Engineering 
Domestic Engineering Catalog Directory 
52-53 
52-53 


5 
390 
201 


52-53 


Domestic Engineering Publications 


Ei Automovil Americano 

El Farmaceutico 

El Hospital .. 

Electric Light and Power 
Electrical Catalogs 

Electrical South 

Electrical West 

Electrical World 

Electricity on The Farm Magazine 
Electrified Industry 

Engmeering and Mining Journal 


395 
17 
359 


Factory Management and Maintenance = 
Farm Equipment Retailing 
Farm Implement News 


Feed Age 
Feeds Illustrated 


Jenkins 

Johnson, 
Journal of 
Journal of 


lron Age, The 


Publications Inc 

inc., Franklin H 

Chamical Education 

the American Concrete 

124 

Sewage 
3 


Institute 
Journal of the Federation of 
and Industrial Wastes Assns 


Keeney Publishing Co. 58-59 
Keller Publishing Co 


King Publications 


Latin-Amaica 


Lubrication Engineering 


Machine and Tool Blue Book 366-367 
Machine and Tool Blue Book Directory . 
371 


Machinery rH 


Machinist, The 

Maclean-Hunter Publishing Corp 
123 
329 
113 
113 
34] 


116 
MacRae’s Blue Book 
Management Magazines Inc 
Management Methods 
Marie Catalog and 
Marine Corps Gazette 480 
Marine Engineering and Shipping Re 
view 341 
Market Analysis of the Motel Industry 297 
Market Analysis of the Restaurant In 
dustry 
Martm & Company 
Mass Transportation 47 
Materials & Methods 16 
McGraw-Hill American Letter 215 
McGraw-Hill Catalog Service 
143, 179 


Directory, Th 


° 456 
B. J 175 
3 
361, 469 
McGraw-Hill Digest 215 
McGraw-Hill International 
McGraw-Hill Publishing Company 
Mechanical Engineering 
Mechanization 
Meradith Publishing Co 


Corporation 215 
Inc. 8-9 


For Detailed Information on These Publications 


See the /YA53 Market Data & Directory Number 


273 
20-21 
102- so 


Annual Meat Packers Guide 
Applied Hydraulics 
yg rt Record 


ASME sashenioal Catalog and Directory 

157, 333 

201 
309 
rs 


73 


Associated Construction Publications + 

Automatic Launderer & Cleaner, The 

Automotive News ... 

Automotive News Almanac 

Automotive News of the Pacific North- 
west 74 

Aviation Age 83 


Bacon’s Clipping Bureau 

Bacon's Publicity Checker 

Baker's Digest, The 

Bakers Weekly 

Baking Industry . 

Baking cogeall ae and oats - 


2 
Guide and Composite 
28 


Bedding Buyers’ 
Catalog 
Bill Brothers Publications 
Bituminous Roads & Streets 
Blast Furnace and Steel Plant 
Boat & Equipment News 
Boat Statistics & Publishing Co. 
Book Export Division 
Boxboard Containers . 
Breskin Publications 419, 429 
Breweries of The Western een 250 
Brewers Digest, The . 249 
Building Specialties 
Building Supply News . ; 
Burrelle’s Press Clipping Bureau 
Butane-Propane News 
Butler Typo Design Research Cente; 
Buttenheim-Dix Publishing Corp 
197, 397, 
Cheese and Milk Products Jour- 
The 


457 
195 
390 
343 
343 
2 


194- 


Inc. 


: 417 


109 
106-107 
16 
28 
11 
461 


Butter, 
nal 


Caminos y Calles 
Canner, The 

Capex Company, Inc 
Case-Shepperd-Mann 
Ceramic Bulletin 
Chemical Engineering 
Chemical Engineering Progress 
Chemical Week 

Chicago Metalworker, The 
Chicago Thrift-Etching Corporation 
Chilton Publications 372-373, 
Civil Engineering 

Clissold Publishing Co . 244 
Coal Age 6 139 
Commercial Fertilizer 1 
Commercial Refrigeration 20-21 
Composite Catalog, The 406-407 
Concrete Manufacturer, roe ro 


Concrete Products , 
Conover-Mast Publications 

205, 327, Back Cover 
Conover Mast Purchasing Directory ry 


194-195 

253 

16 

Publishing Corp. 395 
129 
132-133 
. an 
132-133 
386 

16 
387 
192 


The 


Feedstuffs 
Fire Engineering . 
— Telegraph — News | 


Food Engineer neering 
Fortnightly Telephone Engineer 


Youndry . 
rem = & Fast Food Service 
Fritt Publications, Inc. 
Fuelo.! & Oilheat . 


oe Publications 


Gas Heat .. ‘ 
Gasoline Retailer 
Gillette Publishing Co. 
Golfdom 

Gulf Publishing Co. 


«> Sa8 
194-195 

295 
406-407 


Haywood Suing Co. 
170-171, 415, 417 

Heating & Plumbing Equipment News = 
Heating and Ventilating 
Heating, Piping & Air Conditioning 58- 55 
Heating Publishers, Inc. 67, 
Heating Ventilating Air 

PP 
Heavy Construction Latin American 

Catalog File . 194-195 
Heavy Construction Prefi led Catalogs 194-195 
Heinn Company, The . ;. = 
Hill Publishing Company, Allen .. & 
Hitchock Publishing Company 366-367, 489 
Home Mamtenance and Improvemant . 97 
Hospital Management 290-291, 351 


Condit ioning 


Ice Cream Review, The 259 
Illuminating Engineermg 180 
Illuminating Engmeering Society 180 
Implement & Tractor 217, 22 
Implement Record .. er 
Implementos y Tractores 
Independent Petroleum Monthly, 
Industrial Distribution 
Industrial Equipment News 
Industrial Fimishing 
Industrial Heating 
Industrial Laboratories 
Industrial Laboratories 
Industrial Maintenance 
Industrial Marketing 
Industrial Press, The 
Industrial Publications 


ae ee 
The 405 
30. 
337 
386 
3rd Cover 

161 

Publishing Co. 161 
335, 348 

7-50 


55, 371 
Inc 
eames . 98-99, 106-107 
Industrial Publishing Co., The .. 20-21 
Industry and Welding 20-21 
Ingenieria Internacional Construccion 215 
Ingenieria Intemacional Industria . ae 
Institute of Radio Engineers, Inc., The 

185-188 

Institute of The Aeronautical Sciences 78 
Institutions Catalog Directory 2-3 
Institutions Magazine 2-3 
Institutions Publications 2 
Instruments Publishing Co., 
IRE Directory, The . 


‘325 
185-188 Practical Publications, 


389 
201 


Metal Progress 
Michigan Contractor and Builder 
Michigan Manufacturer and Financial 
Record ‘ 
Mid-West Contractor 
Midwest Purchasing Agent 441 
Military Engmeer, The ; 207 
Milk Dealer, The 25% 
Milk Plant Monthly 256 
Mill & Factory .. Back Cover 
Miller Publishing Co., The 269 
Mining Catalogs . 143, 361 
ecm Valley Contractor 201 
Modern Machine Shop 
Modern Materials Handling 
Modern Packaging 
Modern Packaging 
Modern Plastics 
Modem Railroads 
Modem Railroads 
Municipal Index 
Municipal Index, 


201 
The 


Corp 


Publishing 
and Atlas 
The 


Co 


National Association of Corrosion 
Ginears 

National Bottlers’ Gazette 

National Miller Pubs., Inc 

National Petroleum Publishing Co 

National Provisioner, The 

National Roofer 

Navy Times 

New England Construction 

New Equipment Digest 

New South Bake 

Northwest Motor 

Northwest Trade Publications 


267 
402-403 
273 
109 
479 
201 
331 


Occupational Hazards 
Official Airline Guide 

Oil Forum, The 

Olsen Publishing Co., The 
Overseas Business Services 


Pacific Printer & Publisher 

Packaging Parade 

Panamerican Publishing Co., Inc 

Paper and Pulp Mill Catalogue 

Paper Industry, The 

Patterson Publishing Co 297 

Penton Publishing Co., The os 
Insert Between 368-369 

Petroleum Engineer, The 400 

Petroleum Processing 

Petroleum Refiner 

Pharmacy International 

Pit & Quarry 

Pit and Quarry 

dustries 

Pit & Quarry Handbook 

Plant Engineering 

Pocket List of Railroad Officials 

Power 

Power Engineering 

Power Wagon 

Practical Builder 


and Associated 


315 

The 451 
434-435 
° ac 


98- pe 


Ine 386 


Precision Metal Molding 
Proceedings of the |.R.E 
Product Design & Development 
Product Engineering 
Production Equipment 

Public Utilities Fortnightly 
Public Utilities Reports, In 
Public Works 

Purchasing 


Ine 
448 


Radio & Electronic Jobber News 
Railway Age Insert Between 
Railway Engmeering & Mamtenance 
insert Betwen 448 
Railway Equipment and Publication 
Co 
Railway Mechanical & Electrical Engi- 
neer Insert Between 448-449 
Railway Purchases and Stores 47 
Railway Signaling & Commumications 
Insert Between 448 
Industry Yearbook 
Insert Between 448 
Refnery Catalog, The 406 
Reinhold Publishing Corporation 
Roads and Streets 
Rock Products 
Rocky Mountam Motornews 
Rocky Mountain Oil Reporter 
Roofing Yearbook 
Rubber Age 
Rubber Red Book 


449 


Railway Supply 
449 


194 


School Equipment News 
School Executive, The 
Screw Machine Engineering 
Screw Machine Publishing Co 
Sewage and Industrial Wast 
Shipping Management 
Siebel Publishing Company 
Signalman's Journal, The 
Simmons-Boardman Publications 
94-95, 341, Insert Between 448-449 
Smith Publications, W.R.C 12 
Snips Magazine 


Advertising and Publishing 
Automotive Journal 
Building Supplies 

Food Processor 

Garment Manufacturer 
Hardware 


Scuthem 
Southern 
Southern 
Southern 
Southern 
Southern 
Southern Jeweler 
Southern Lumber Journal and Building 
Material Dealer Sil 
Southern Lumberman . 311 
Southern Plumbing, Heating and Air 
Conditioning 69 
Southern Power and Industry 12 
Southern Printer, The 1 
Southean Pulp and Paper Manufacturer 1 
Southern Stationer and Office Outfitter l 
Southwest Builder and Contractor 201 
Steel Insert Between 368-369 
Steel Processing 390 
Steel Publications, inc 390 
Successful Farming 221 
Sweet s Catalog Service . 92, 165, 319, 377 


Techical Publishing Co 315 
Telephone Composite Catalog & Buyers 
Directory 
Telephone Enginaer and Management 
Telephone Engineer Publishing Corp 
Texas Contractor 
Textile Catalogs 
Textile Industries 
Textile World 
Textiles Panamericanos 
Thomas Publishing Co 
Thomas Register 
Tool Engineer, The, 
Traffic Service Corp., 
Traffic World 
Trailer Dealer Magazme 
Trailer Park Management 
Transportation Supply News 
Turrentine Publishing Co., Walter 


bral 


a 
insert Between 384-385 
The 2nd Cover 
2nd Cover, 27 


Rnd Cover 
309 


Utilization 
Vance Publishing Co 


Wastes Engineering 

Water Works Engineering 

Watkins Cyclopedia of the Steel Industry 

Welding Engineer, The 48 

Welding Journal, The 

Western Builder 

Western Construction 

Western Industry 

Who's Who 

Wilson-Cary Publication 

Wire and Wire Products 

Wire & Wire Products Annual Buyer's 
Guide 

Wood Working Digest 

Woodworkers Reporter 

World Construction 

World Construction 

World News 

World Oil 


Catalog File 194 


406 407 





Reprints of editorial features 
are offered here as a special 
service to IM readers, Please 
of send number and name of 
Te Tl ! ) S article with exact amount in 
coins, stamps or check to: The 
Editor, Industrial Marketing. 209 
E. Illinois St., Chicago. 
of Industrial Marketing Sorry, we can't handle credit 
orders under $1. We'll be happy 
to bill you for larger sums. 


gw Send for available 


feature articles 





How to live happily with your agency 
454 advertising agencies place 415,897 pages in business papers in 1951 
91 companies report . . industrial salesmen earn average $8,000 in ‘51 


Industrial ad budgets to hit 2.16% in ‘52 
} k Bob Ait r ar 1957 Z 
to SELL the Salaries of industrial ad managers rise in past 11] years. . 
eee Median industrial advertiser spends $150,000 
MIL K INDUSTRY 3 You can hire salesmen faster with this interview technique 


A 10 BILLION DOLLAR INDUSTRY eng he eg ore dollar ; . is it fact or fancy? 


When you visualize the vast River of Milk 1951 business paper volume to reach all-time peak 
which daily fiows from Dairyland U.S.A., A Ver in, Sept, 1951 
through the many ch Is of its pr ing 
and onto your table, you gain a better idea o f How to use Starch readership reports 
what a Ten Billion Dollar Industry offers from a k ward G iwyer, July, Aug., 19) 
Market standpoint. : 
Each year $500,000,000 are spent for machin- Today - sales repay pa get out of hand - + stop them 
ery, supplies and repli quip to , - ee sp eens 
in this ly growing giant. 


WHY MILK PLANT MONTHLY 
GETS RESULTS ... A guide to better publicity 


For 40 years MILK PLANT MONTHLY has been 2 Ho ndust b 
the Daily Guide book for the Key Men of the eg Deu % tele 
Milk Processing Industry . . . These men have 

grown to trust M.P.M. Editors whose informa- 4196 How business papers can meet their new competition 
tive suggestions have not only prevented thou- k i zm A. Marsteller, A ) , 

sands of skinned knuckles for production 
workers but bove lighted the pathway to in- 4 Decentralize your sales force for more effectiveness 
creased production at lower cost for manage- t slen H_ Treslar, May, 19 25¢ 

ment. The subscription renewal average of 
71.22% bears out this statement. By helping { How to use graphs in industrial advertising 

every department from the executive, on by L. Leonard Philiy Sept 349 . 

through every step of production, MILK PLANT 

MONTHLY has gained a leadership which will 22 things you should know about industrial buyers 
Get Results for You. 4 2 


HOW TO GET YOUR SHARE... I How to measure results of industrial advertising 
I j im A. Marste r, May, 1949. Z 


Your advertising message in MILK PLANT . 
MONTHLY will be seen by the Men who t 16 ways to sell to engineering departments 
Really Count. . . The Owners, whose word . pent vs sav. 4 
is law. . . The executives who specify and 
Those who recommend and whose 
endorsement can mean a new account for 
you. . . The men who daily use your ma- 
chinery or supplies; are responsible for making 
them pay out and whose acceptance is vital. 
MILK PLANT MONTHLY presents You to ALL Mockup demonstrator impro 
of these prospects every month. . . Meet them i V Ff t t 194 
os Friends on their own home ground and 
you'll find selling them a far easier and more { Using newspaper advertising to spot industria] buyers 
profitable task. k { jinand Aug.. 1948. 2 














How 551 advertising agencies placed space in business papers in 1950 


k 


+ é 


How to make external publications pay off 
k n } Terre Oct.-Dec., 1948-49 
We went to four-color inserts on a cut budget 


ves salesmen’s closing ratio 


Here is your market. . . The profits from which 
will go to those who aggressively FOLLOW ‘ How can I find what type to use? 
uP. / : nd Horx ne ) 
Write today for Sample Copy, Market Data 
and Rate Card. 14 Techniques that will make your copy pull 


4 


A. B. C. Audited Since 1929 


Market research combats high distribution costs 


VICE TL, 


327 South LaSalle Street The economics of industrial advertising 


Chicago 4, Illinois 


The orchestration of type 





THERE'S EXTRA Sell IN THE 


Southom 5 


... to help you sell 


Advertising volume 





yours exclusively in 


fin 
*The Southern Spin-Weave 


market alone accounts for Textile Bulletin is the only exclusively 
more than 75% of the total oi ae i aie 
Spin-Weave industry in the Spin-Weave journal of the textile 
United States. industry. 





sinners It is edited solely for the men who own 

oy © ween has begun put lication | COMBINATION and operate Southern mills . . . deals 
big Gasca eee ates teem RATES SAVE YOU only with problems and conditions 

' which exist in Southern Spin-Weave 

EVEN MORE! mills and processing plants. The South- 

If you want to reach the ern Slant is a precious plus . . . found 
whole textile industry, use 


Hosiery Merchandising . . New Y 
y h! , 


only in Textile Bulletin. 
our combination rate for 


N.J., to | ser to its Textile Bulletin and The 
Knitter. 12 pages in each ice : - 
pe sat Reine esas tons Textile Bulletin gives complete—100% 
American Gas Journal . . New York, has than 12 pages in any gen- —coverage of the South’s Spin-Weave 

nev 6-page editorial section eral textile journal. mills and their dyeing and finishing 


as Mer idising plants. 





— ; CLARK PUBLISHING CO. 
Hotpoint's cafeteria market CHARLOTTE, NORTH CAROLINA 


41 





If SPIN-WEAVE mills are your target 
self to equipment of the type Hot- 


point produces. That would repre- THE SOUTH 
sent only about 20° of an aver- IS YOUR BIGGEST MARKET... 


age industrial feeding establishment. 
The report attempts to point out 
situations which could be improved 
from the standpoint of cost, con- 
venience and efficiency in other as- 
pects of the total layout, since all 


local dealers handle related lines. 

Sales of equipment for use in in- | For 
dustrial restaurants comprise some nitatiwr 
10° of the company’s total commer- Qutho. 


cial cooking field business. Actual- 3 tA on 


ly, the majority of Hotpoint’s leads 

in this field, as differentiated from | LAL 
institutional and commercial feed- 84 INDUSTR 

ing, have come in the past through 


electric utility companies. These | TRADE 
companies have been induced to AND 

pass on names of likely prospects 

through their awareness that more MARKETS 


money can be made from the sale of 








PENNIES 
put 


f Se ¥ 


ie 


these Cmvelowes are 


c,1 KY itp 





This printed GUARANTEE slip 
in every box of USE. White 
Wove Envelopes protects the 
Merchant, the Printer and the 
User It's proof of quality 
ssurance of satisfaction all 


along the line 


More Dollars 
for You 
n this 144-page 
U.S.E. Handbook 
of Envelope Prod 
ucts and Purposes 
an idea file for 
Users and Printers 
Ask your envelope 
supplier for o free 
copy 


pnnuracn 


ARE YOU BUILDING A 


PAY OFF 


IN DOLLARS 


Enjoy these real savings in 
your Envelope purchases 


Users like the looks 


white env 


ind feel « these crisp reall 
clopes the way thev take printin 
typing ink and erasin like the way they seal an 
travel and protect 


Printers like th lumps to bu t type 


clear sharp printin 


feed with perfect 


And folks who receive these envelopes in the mail 
(and millions do) get a favorable impression. You see 
it takes a good envel pe to trave 1 all night and arrive 
fresh is i daisy! 


money for everybody turns 


PLUS! Think it over! 


All of which saves 
few pennies into DOLLARS 


UNITED STATES ENVELOPE COMPANY 


Springfield 2, Massachusetts 


14 Divisions from Coast to Coast 


Marke; Data 
Umber 





BUSINESS PAPER SCHEDULE? rN 


June 25, TTY) 


Then. rofer to 
Industrial Marketing's 
/953 MARKET DATA 
& DIRECTORY NUMBER 


electricity to run cooking 
Hotpoint 


equipment in the 


equip- 


ment than makes from 


selling the first 
place A potential increase In an- 
nual revenue of $40,000,000 for util- 
ity companies was tied in with full 
development of Hotpoint’s in-plant 
feeding by a company official last 
April 

How 


tential in-plant 


large, actually, is the po- 
feeding market in 
plants? No 
one can say accurately. But certain 
The latest (1947) U.S 
lists 24,- 


542 plants employing 100 or 


terms of numbers of 
figures exist. 
Census of Manufacturers 
more 
workers. Confusing this picture, 
however, is a figure from a recent 
American Res- 


survey made by 


taurant Magazine. This gives a to- 
26,261 
in the nation 
that 


grams are in operation in at 


tal of industrial restaurants 
From that it would 
appeal in-plant feeding pro- 
least 
several thousand plants employing 
less than 100 workers 

In reaching out for plants hitherto 
unsold on the idea of in-plant feed- 
ing, Hotpoint, already dominant in 


the commercial electric cooking 
field, appears to have gained the in- 
and unexplored 


itiative in a large 


market 


Inquiries get ignored 





quested information anyhow, sooner 
But in this instance, they 
check on 


or later 
agreed to keep careful 
what happened. 

They sent out 31 individual let- 
ters of inquiry, over their own sig- 
natures, as purchasing agents for 
this giant company, whose name was 
sure to be known and respected by 
every advertiser who got a letter. 
And they clipped 19 coupons from 
ads in a variety of business papers, 
and sent in the coupons pasted to 
their company letterhead. In every 
case, the inquiry was mailed direct- 
ly to the advertiser. 

It is a safe bet that every one of 
the 50 companies getting these in- 
quiries would be delighted to make 
a sale to this particular company 
Yet .. what happened? 

Forty after the 


days inquiries 


were mailed, seven of the 50 com- 


panies 14 of them had not 








replied at all! Eight more com- 
panies . . 16% of the total . . had 
replied, but had taken at least two 
weeks and in some cases four weeks 
to get their inquiries in! And only 
two out of the 50 companies had 
salesmen follow up the inquiries 
within 40 days! 

The details are shown on the 
charts on pages 42, 43, which are the 
actual, exact record kept by the two 
purchasing agents. Only the names 
of the companies to whom inquiries 
were sent, and the description of the 
material requested which might dis- 
close their identity, have been cov- 
ered up. Otherwise, these are the 
actual records of 50 inquiries sent 
out by this important buyer, and 
what actually happened to them. 

If it were possible to disclose the 
names of the companies involved in 
this unusual test of inquiry han- 
dling, it would quickly be apparent 
that “good” companies or “good” 
advertisers are not always “good” 
inquiry handlers. 


Leaders Fall Down . . For ex- 
ample, among those companies 
which did not reply to the inquiry 
for at least two weeks, all but one 
were leaders in their industries and 
at least half were well known or 
were affiliates of companies well 
known in industry generally. They 


were largely companies noted for 
the quantity and quality of their 


business publication advertising. In- 
cidentally, one in this group was re- 
cently commended by the Copy 
Chasers, and the advertising of an- 
other, who didn’t reply at all to the 
inquiry, was also recently given an 
accolade by the Copy Chasers. 

Of course, 70° of the companies 

35 of them, to be exact . . an- 
swered the inquiry with reasonable 
promptness, and presumably with 
satisfaction. But the test demon- 
strates conclusively that inquiry 
handling can’t be taken for granted 
.. that some one must make sure, in 
every company, that bona fide in- 
quiries are actually taken care of, 
promptly and completely. 

Are you positive that this is the 
case in your company? 

[Next month, IM will present 
findings of a separate study offering 
further evidence that some indus- 
trial advertisers are failing to cap- 


italize on inquiries. | 





DAILY Buying decisions are based on. . . 
DAILY Trade News and... 
DAILY Exposure to 

HELPFUL ADVERTISING 


Over 30,000 purchasing, management, and operating executives in 
the metal trades who believe in accurate timing read AMERICAN 
METAL MARKET five days each week. They make daily decisions. 
There’s no delay—they buy today! 

To sell today to the world’s most active industries, advertise in 
AMERICAN METAL MARKET, the only metal-trade publication 
geared to keep pace with the tempo of the times. 


Find Out Why 


Ask for AMERICAN METAL MARKET’s unique story—find out 

Why today’s metal, machinery, equipment buyers can't wait 

Why AMM carries a large number of exclusive advertisers and a greater volume 
of metals advertising than the combined total of several weekly and monthly metal 
trade publications. 

Why many leading companies have continued advertising in AMM for 10, 15, 
25 years and even longer. 

Why AMM'’s fully paid circulation has more than doubled in past 10 years 
ABC statement 9-30-51 shows 6 months avg. of 12,249 subscribers at $20. each per 
annum. 

Why AMM is the fastest, most direct and most economical advertising contact 
between you and your metal-trades market. 


YOUR SHORTEST, FASTEST ROUTE FROM FACT TO ACT 


AMERICAN METAL MARKET 


Since 1899 The Daily Newspaper of 
the Steel and Metal Industries 


18 Cliff Street New York 38, N.Y 





j . Many detailed and factual 
x M INP [Bee ee Becarwtadl ac 


ANALYS eS 


You can get them by referring 
to your 1953 
/953 MARKET DATA 
& DIRECTORY NUMBER 


Industrial Marketing 


“933 Market Data 
& Directory Number 


June 25, 1952 





The Super-Market In the * NITRA TEAL Letters to the editor 





any guide to what is included in 
“sales expense” would be useful 


\ to us. 
This other 


brings up one point 


in the for discussion with our client 
Wealthy the pro’s and con’s of selling 
SIX-STATE through manufacturers’ agents o1 
ann with direct company — salesmen 
Perhaps you could send us tear- 


sheets or a bibliography on the sub- 
ject . . BETTY sworDs, Howard H 
Monk & Associates, Rockford, IIl 


[Here are three articles which 

will help answer your questions 

Ke Up With those who Keep Up with “ . . 

ae se oe ere i secttem oe ate een Industrial Salesmen Earn Average 

tion! $8,000 in 1951,” Mar. 52, p. 40; “Can 

Manufacturers’ Agents Outsell Your 

Own Salesmen?,”’ Feb. 51, p. 33; 

@ The “NEWSpaper” tor the con years). furnishing WEEKLY serv- “<py.1. . . : 

struction industry, reporting local ice of projected construction. (Its Making a Good Contract with a 

projects MONTHLY issue contains per- Manufacturers’ Agent,’ Feb. ’50, p 

Concentrated circulation among sonals, illustrated news about 56..ED.] 

leading contractors, architects, jobs, AND ADs.) 

engineers, public officials, dis Recent survey disclosed fact that 

tributors, etc. in Oklahoma, East- 74.75% of YOUR prospects in 

ern Missouri, Arkansas, Western this area read C.N.M. regularly 

Tennessee, Mississippi and Louis as against 11° for highest of 

sana other 8 well-known papers listed. ® TO THE EDITOR . . Recently I have 

@ An established institution (19 Proof of EAGER READERSHIP. 


How much is spent on sales? 





been looking for some figures on the 
amount of money manufacturing 
e 
/ companies spend on sales as a per 
AGOQr ° cent of their gross income. By sales 
expense, I am referring to such 
Send for complete data and recent readership survey which may amaze you. things lumped together as advertis- 
ing, salesmen’s salaries, promotion, 
OVER 6500 READERS and travel expense. So far I haven't 
had much luck in finding such data. 
Reporting Perhaps in the course of your sur- 
CONSTRUCTION ACTIVITIES veys on expenditures for advertising 
IN. ..OKLAHOMA _ you have run into some figures of 
Eostern MISSOURI Ps 
ARKANSAS this type. 
Western TENNESSEE Sis . 
LOUISIANA If you have any such figures, I 
MISSISSIPPI . : N 
would appreciate seeing them. Or, 
I would be glad to know of any 
source where I could look them up 
CHARLES L. JEWETT, mechanical di- 
vision, Arthur D. Little, Inc., Cam- 
bridge, Mass. 


TRADE ASSOCIATIONS OFFER SF uy, : [Two IM articles with plenty of fig- 
Ory Numbe, 


ures are: “Industrial ad budgets to 


INVALUABLE SERVICE on UNFAMILIAR ae hit 2.16% of expected sales in 752,” 


Jan., p. 33, and “Industrial Salesmen 


MARKETING PROBLEMS Earn Average $8,000 in 1951,” Mar., 


p. 40 ED. | 


Dr. Fred Olsen 


Look them up in Industrial Marketing's 
/953 Market Data & Directory Number 








industrial|shows £9...‘ 
Ya dayortwo 
v 


va later 


Ps 


a 





August 


11-14... National 


12-14..4th W 


October 
2-4... Society 
Ex Bi 
Angeles 
- National Hardware v, 
Grand Central Palace, At 
lantic City, N. J. 





Exhibition, Earls C 
jon, England. 
September --Southern Textile Exp 
Textile Hall, Greenville, 
heatiry e— 

2-5.. Nattic nal — of San ..Printing Industry 

eae Rtans Seer ica, Chase Hotel, ; 

. - American Society of Civil .- Industrial Packaging & Ma Fa 
Sngin Museum of Sci l ae anda you get” 


try, Chicago. home 


‘lothing Manufacturers As um, Chicago. 
ciation, Hotel New Yorker, .»-Foundry Equipment Manu sooner, —_ 
w York. Sr ag Nee at 


-American Dental Associa- 

tion, St. Louis. 

. 7th 

Exhibit, National I 
Governmental 
Edgewater Beach Hotel 
cag 


- National Instrument Exhibit, 
Cleveland Auditorium, 
Cleveland. 


. Tennessee 


National Chemical Exposi 
Coliseum, Chicago. 


tional Food & Pack 
Exposition Parma 


21-24.. Amer 
26-30... National Shoe Fair, Palmer would r io the same selling job 
House, Chicag 1d 1y tha several 
November 
1-30 .. Internat : y heard 
CAPEX COMPANY 
615 South Boulevard 


Evanston, Illinois 
1775 Broadway, New York City 


August 19 /138 





Employe, public relations 





Management 1 


ments part 


asking itself Is our publication 
doing the informative job for em- 
ployes it should be doing, or is it 
essentially still a social gossip sheet 
Why 
out”? As 


bringing in survey organizations 


don't we survey it and find 


a result, companies are¢ 
or conducting studies of their own 
to determine just how effective 
The feeling 
is general that the best form of com- 
still 


these publications are 


munication with employes is 
the person-to-person form, so man- 
much attention 


agement is giving 


to the ¢ but the em- 


the list 


roup meeting 


ploye publication heads 


among the printed devices 
em 


2. The the 


ploye publication is moving upstairs 


supervision ol 


Communications are being con- 
olidated 


diculous to have the employe pub- 


since it now appears ri- 
lication in one department, employe 
annual reports in a 


third, 


manuals and 


second, bulletin boards in a 
In one company, com- 
takes 
functions of 
and the head of the 


tions section reports directly to the 


and so on 


munications rank with 


other industrial rela- 


tions publica 


executive vice-president; the com- 


munciations director is accordingly 


only one step removed from the 


The 


way its 


president company looks at 
it this 
with employes are important to the 
If they're that 


top-level 


communications 
point ot urgency 


important, they deserve 
attention, and this is what they are 
going to The 


900 employes, yet precisely the same 


have company has 


made _ several 


with 9,000 


arrangement was 


weeks ago in a company 


employes 


3. The editor of the employe pub- 


lication is growing in organization 


importance 


has begun to exer 
the 


Management 
cise care in selection of indus- 


trial editor, in his training, and in 
relationships 
with others in the This 


is true, obviously, more in the large 


development of his 


company 


134 /Indu trial Marketin 


than in the small 


company 
de- 


that 


Management is beginning to 


mand somewhat belatedly 
this job of communicating with em- 
ployes be done promptly , consistent- 
ly and well. It is now widely con- 
ceded that the “package type” of 
with em- 


communications program 


get down deep 


that the 


ployes doesn't 


enough, but intelligently - 


edited employe publication can go 
far and do much to create a climate 
of better understanding between the 
boss and the people in the shop. 
So everybody will be talking 
about the same thing, what’s the 
difference between one type of em- 
the 
Communications devices are strange 


ploye publication and next? 
to a lot of people in management. 
Perhaps a quick definition of each 
type is in order. 

Here’s what you have: (1) Ina 
single plant, obviously the single- 


plant publication. It can be printed 


edn In pitation 


TO GUAR: 
ANY FABRICAT' 
ii OF 


R.S.V.P 
JAMES F. LINCOLN 


22801 Sr Ciaip Ave. + CLEVELAND 17, OnI0 


Ad Guarantee .. 


ANTEE SAVINC 
)R OR MANU 
ACHINERY 


M 


NGS TO 
FACTURER 


rRi¢ COMPANY 


INCOLN ELE 


LIP 








by any one of several processes, and 
even if it's Mimeographed by the 
local hands it’s still an employe 
publication and there’s no reason 
why it shouldn't be 
(2) The multiple-plant publication, 
distributed to all employes at all 


a good one, 


plants, carries material presumably 
It is 
generally supported by some type 
of local level paper; (3) The multi- 


of interest company-wide. 


ple-plant publication with insert 
This is one of the newer and more 
effective types of multiple plant pa- 
per 

With this type a certain number 
of pages of general material will be 
distributed to employes at all loca- 
tions, with a special insert of news 
pages for each location. Thus em- 


Plant X 


pages plus an insert section of local 


ployes at would receive 
news concerning Plant X 
(like the 


distribution 


There are variations 
internal-external for 

not only to employes but to friends 
outside the company circle) All 
employe publications, however, fall 


into one of the foregoing groups 


First-Name Basis . . The multiple- 
plant publication is more cumber- 
some, obviously, and more difficult 
than the single-plant 
The editor of the sin- 
gle-plant paper can usually reach 


to manage 


publication 


a reader by going out in the plant, 
and probably knows the reader by 
The editor of the 
multiple-plant publication generally 
has to deal by letter, with people 
he knows slightly if at all, and he 
such 


his first name. 


must go through “channels” 
as the plant manager, supervisor or 
plant correspondent. 

These are not the only 
that make a multiple-plant opera- 
tion complex. The railroad maga- 
zine, for example, must reach and 


factors 


interest people who are constantly 
on the move. A utilities publica- 
tion goes out to 
bunched at a bench, but scattered 


for a thousand miles or more across 


operators not 


the hills and valleys 

The multiple-plant publication as 
a rule is produced by the company 
with a somewhat larger budget than 
the single-plant company. Because 
it is horizontal in its coverage of all 
locations, its publishers are coming 
important pictures 


The story otf 


to realize how 


are to the publication 


Brick & Clay 


Record 


5 South Wabash Avenue 


Chicago 3, Illinois 


_ looking for new markets 
to prop up your 
sales curve? 


HERE’S AN INDUSTRY 


EAGER TO BUY .. 


EASY AND 
INEXPENSIVE 
TO SELL 


To "crash the market'' faster, at 
least cost and with greatest re- 
sults, write for BRICK and CLAY 
RECORD's new booklet 
your "Gold Strike’ Production 
It proves how your space 


about 


Prop. 
investment in BCR pays for serv- 
ices and advantages that cost you 
thousands of dollars and years in 
time to accomplish elsewhere. 


More and more Adve 
are using the 
IRON and STEEL ENGINEER 


tone olitly 


N 


\ 


“ 


Books KN 





Yes, more and more advertisers are 
recognizing the power of the Iron 
and Steel Engineer in selling the giant 
steel industry ... and keeping it sold! 
Consistent increase in total advertis- 


ing pages is a good sign that this 
publication is your best choice to sell 
your products, supplies or services to 


for N.1. A.A. Sales Presentation! 


IRON and STEEL tncineer 


this lucrative market. 


1010 EMPIRE BUILDING 
PITTSBURGH 22, PA. 








can obviously be told better through 


pictures than by the extensive use 

The Miurkel of text. End-products stories lend 
Vee flartl themselves to pictures; so do the 
stories of plant communities. Busi- 

ness economics is so difficult to ex- 


When you sell The Paper and Pulp plain to employes that you can't 
Manufacturing Industry Remember: possibly do it without pictures 
That by far the largest number of Buyers and those of Buying Influence ing exception to all these rules. For 


IAP ( 4 > >< > ‘ 
read THE PAPER INDI STRY - Voluntary PAID Subscribers in top the most part the employe will read 
management and operating levels! ; 


a company’s department-by -depart- 
a he r nN U S r ment or plant-by-plant operations 


The local plant paper is the jolt- 


his local plant publication first, be- 
ABC figures prove that fore he reads anything else, simply 
THE PAPER INDUSTRY has: because it is local. It concerns him 


and his friends. He may already 
; —— PAID Total Circulation / y know of every news item in the pa- 
in this hei« - ° ° . 
/ Buy % per, but he will still read it. The 
READ LARGELY AT HOME by . at ae | : seca 
" z t his sading interest, 
r the Unit 1 point abou is reading interes 


KEY PEOPLE who buy and influence ’ 4 
purchases of more than 4000 items however, that many champions of 


per year : SELL by Advertising & “— ane “eel -_" . = ae 
THIS is the to all buyers! ; ployes will read “personal” news 
7 


M items about themselves and about 
a zin , 

99 “i SELL by Catalogue 

that MERITS your pages r at the lowest 


PAYS OUT! 
cost per sale 


Let the RESULTS 
decide! ... 


Schedule 12 pages for industry 
wide attention and watch the good industrial editor? Should he 


ene Here's your Guarantee => be an “outside” man, or should he 


people they know. They will not 
read of the social comings-and-go- 
ings of people they don’t know, 
whether they are employes of the 
company or not 





[Next month: What makes a 


no other paper duplicates this top , : be an employe who can be trained 
spot monthly : for the job? What is the proper 


you get entree to the industry's , Tr structure of an editorial staff? What 


yuying-orbit 4 he west st 
buying-orbit at the lowest co ws Bey, to do about union news .. these and 


biggest buy in the tield! 
other questions will be answered 


> » , 
dollars FULI Est ¢ OVER (GE! ea je in the second part of this series. | 
SRDS for Magazine and Catalogue 
Combination Rates or contact our 
nearest representative 
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801/Circle on Readers’ Service Card 
How to reach the men who 


purchase the most for industry 

A new media and market brochure fea- 
tures a graph showing the number of 
plants in leading industries, and what per- 
centage each plant has of total sales to 
each industry. The information on these 
plants is especially valuable because they 
are among the one-tenth of total U.S. 
plants that is said to comprise more than 
three-fourths of the buying power. Brochure 
is offered by “Purchasing,” New York. 


802/Circle on Readers’ Service Card 


Facts about pit and quarry 
industries’ growing market 
Demand for nonmetallic minerals still ex- 
ceeds production, pointing to continued 
buying of equipment and supplies by ex- 
panding plants in this industry. “Pit and 
Quarry,” Chicago, has published a mar- 
ket and media data booklet which shows 
the number of plants in the industry, their 
annual production and dollar value, plus 
value of annual purchases of equipment, 
supplies. Booklet offered without charge. 


803/Circle on Readers’ Service Card 


Sell to 42,000 
food processing plants 

All lines of food manufacturing and prep- 
aration are included in the food process- 
ing field described by “Food Processing,” 
Chicago. Its media and market file enu- 
merates the 19 basic operations in the field, 
gives a tabular breakdown of capital ex- 
penditures in each branch of the industry. 


804/Circle on Readers’ Service Card 
Where to sell in America’s 
profitable farm market 

An impressive farm market data book 
based on the 1950 Census of Agriculture 
has been prepared by “Country Gentle 
man,” Philadelphia. It supplies data for 
each county, state and region. Tables list 
number of farms, farms selling products 
valued at $4,000 and over, farms with 
electricity, number of automobiles, trucks, 
tractors, value of farm land, buildings, 
products sold. U.S. maps show where 
higher-income farms are concentrated. 


805/Circle on Readers’ Service Card 


Free booklet on copy fitting 
A simple method for linotype composi- 
tion, complete with tables, is offered by 


> 
a 


Use these retum cards 
foe 


publications 
on this page 





\ 


\ 


\ 
leelond.<-jabelemoester— 


Ys % Send for these helpful selling tools 


Merganthaler Linotype Co., Brooklyn. The 
20-page booklet describes the character 
count system and how to determine the 
number of lines of type. It also explains 
the principle of typing manuscript copy to 
fit printed lines. This excellent aid is 
yours for the asking. 
806/Circle on Readers’ Service Card 
Balanced vs. special issues: 
759 advertisers give opinions 
“Chemical Processing,” Chicago, has 
made public the results of a survey to ad- 
vertisers and agencies on editorial policy. 
Topic: do issues of diversified content 
create better advertising values than is- 
sues concentrated on one subject? The 
mimeographed report, 47 pages long, con- 
tains pros and cons on the problem. 


807/Circle on Readers’ Service Card 
Horsepower data on railroads 
operating diesel locomotives 

This latest tabulation by the research 
department of “Railway Age,” New York, 


lists the number and types of diesel loco- 
motive units in service on American rail- 


5208 


Please send me the following 


801 802 803 9804 





806 807 808 


road lines. Totals are given by individual 
railroad, together with horsepower figures, 
and number of units in various horse- 
power classes. 


808/Circle on Readers’ Service Card 


Schedule of new postage rates 
for third class bulk mailings 

Free copies of the new postage rate 
schedule which took effect in July, 1952, 
are offered by The Davis Press, Worcester, 
Mass. The change applies to bulk mail- 
ings of third class mail. 


809/Circle on Readers’ Service Card 


Save by converting letterpress 
plates for offset use 

Ways in which transparent impressions 
of original letterpress plates can be used 
in economical lithograph enlargements, re- 
ductions, and adaptations of four-color 
work, are described in a leaflet issued by 
Monsen, Chicago. Greater clarity of de 
tail is claimed for transparent impressions 
than that obtained through use of etched 
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BUSINESS REPLY CARD 
First Class Permit No, 95, Sec. 510, P. L. 6 R.. Chicago, Il. 








Readers’ Service Dept. 
INDUSTRIAL MARKETING 
200 East Dlinois St., Chicago 11, Il. 
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810/Circle on Readers’ Service Card 


Means of checking 
on dealer advertising 

Advertising Checking Bureau, New York, 
offers a brochure describing their “News- 
paper Research Services” involving 1,748 
daily newspapers throughout the country. 
It enables industrial management to keep 
informed on dealer and competitive ad- 
vertising by means of tearsheets and spe- 


cial reports. 


811/Circle on Readers’ Service Card 


Information on $2.5 billion 
tueloil, oilheating industry 
Seasonal sales curves, price and product 
trends, and existing facilities are among 
the subjects treated comprehensively in 
this 1952 fact book published by “Fueloil 
& Oil Heat,” New York. The 36-page 
study presents dealer business statistics, 
shipments by manufacturers, retail and 
factory values. It has dollar and product 
breakdowns of equipment sales, plus 
tables showing consumption of heating 
and fuel oils by states. 





vi 
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812/Circle on Readers’ Service Card 
How bus industry spends its 
money 

Total expenditures of $626,000,000 in 
1951 by the bus transportation industry 
are itemized in a 30th annual review of 
industry progress published by “Bus 
Transportation” New York. Amounts of 
money spent on new buses, fuel and lu 
bricants, repair parts, tires, and buildings 
are compared with 1950 figures. 


813/Circle on Readers’ Service Card 


Trends in the canning market 

Continued expansion is looked for in this 
report by “The Canner,” Chicago, on the 
condition of the canning, glass packaging 
and freezing industry. Booklet describes 
the size and capacity of the canning field, 
recent technological developments, and 
areas of expected further growth. 


814/Circle on Readers’ Service Card 


How to reach buyers in 
restaurant field 

Manufacturers of products used in res- 
taurants are offered information and a 








BUSINESS REPLY CARD 
First Class Permit Mo. 05, Ses. 510, P. L. & R. Chicage, Ml. 








Readers’ Service Dept. 


INDUSTRIAL MARKETING 
200 East Illinois St., Chicago 11, IIL 
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chart describing equipment and supply 
buying channels in the restaurant indus- 
try. The booklet, prepared by “American 
Restaurant Magazine,” Chicago, includes 
a map showing the geographic distribu- 
tion of the 220,394-restaurant market. 


815 /Circle on Readers’ Service Card 
How to sell the $9 billion 
forest products industry 

According to the 1947 U.S. Census of 
Manufacturers, wood and related enter- 
prises made up America’s third largest 
industry. A new market data file issued 
by “Wood & Wood Products,” Chicago, 
offers the latest available data on buying 
influences and practices, products manu- 
factured, expenditures for plant and equip- 
ment. A chart shows where 101 types of 
equipment and materials are used. 


816/Circle on Readers’ Service Card 


Midyear review and forecast 
for users of steel 

An industry-by-industry diagnosis of 
conditions affecting demand for steel in 
the immediate future is given in a midyear 
analysis prepared by “Steel,” Cleveland. 
Estimates are also made of production, 
metalworking sales, and new plants and 
equipment in the steel industry itself. 


817/Circle on Readers’ Service Card 


How to prepare 
for 1953 NAHB show 

A special convention and exposition 
“tickler file’ consisting of a preparations 
check-list and time-schedule, has been 
issued by “American Builder,” Chicago, 
as a guide to companies interested in be- 
ing represented at the National Associa- 
tion of Home Builders 1953 convention. 
The kit contains full information on the 
previous exposition to aid prospective new 
exhibiters in planning. 


818/Circle on Readers’ Service Card 


Easy way to record and erase 
motion picture sound 

How you can record and re-record, auto- 
matically erasing the old sound track as 
often as you like, with a new magnetic 
recording projector, is described in “New 
Voices for Business Movies,” an illustrated 
booklet offered by Bell & Howell Co., 
Chicago. 
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EXAMPLE No. 25 
Among manufacturers of 


cipal bellwether is the automobile FABRICATED WIRE PRODUCTS 


market for both new and used cars. 
When both are good, the hand tool 
market is at its best. If the new 
car market falls off, but the used 
car sales maintain a high level, hand 
tool sales will be generally good. If 
both markets are off, hand tools will 
be likewise. 





We believe that business in the 
hand tool industry will remain at a 
relatively high level for the balance 
of 1952. Short of a drastic curtail- 
ment in the country’s defense pro- 
gram, business generally should re- 
main good for the next several 
years. Much of the current pessi- 
mism in the future outlook is at- 
tributable to the fact that the out- 
break of hostilities in Korea brought The latest McGraw-Hill Census identifies each of these 199 key plants 
on a thirst for buying that is just 4 


hed We failed those with more than fifty employees — by name, location, number 
» J > » >, , > bs » Pa 
eIng quenched now. e failed to of employees, chief product manufactured. 


The Fasricatep Wire Propucts industry includes nails, spikes, wire- 


work not elsewhere classified according to standard industrial group- 
not be expected to continue ings. 


199 MAJOR PLANTS EMPLOY 16.787 


— account for 84° of total employment 
and 84‘: of production in this industry. 


recognize that that high level of 
business was unnatural and could 





This industry is one only of 144 segments of manufacturing industry. 
In each of the 144 segments, McGraw-Hill’s Census isolates, identifies, 
classifies and rates the worthwhile manufacturing plants. 


— 


g Census is better 
facturers are, their 
ur circulation 


Richard S. Perkin a McGraw-Hill’ Continuin 

President e 

Presiden : where manu 
blishing control. Knowing who = to concentrate © 

meng they make — enables vs the worth-while plants 

size, ong mail and personal contac:, On ompany 

activities, y 


mparable c 
rer e plants Co ‘i tries 
; ae es within thos r industrie 
@ AT PERKIN-ELMER, our forecasting and the buying green and maintained for the othe 

eve 


1 Th b tiv an the r uit of this cont nuing ac ivity is 
. yec e ' inui tivit 
we serve eo j i d e result, 
shoe P ° ; 

sre Jus ss c . . Ss inute pai udi y ; 
an up-to-the-min t da dience of buying vences If ey pia s 

P 
raw-Hil advertise Ss. 


The basic purpos 


is based less on predictions of gen- listings are also 


probably the case in most organiza- SSS 
for McG 
mis McGraw-Hill’s MARKET DATA BOOK 
eran 
Our standard products are pri- Complete peg ont such statistics as 
° wi ‘ 
marily instruments for research and 1949 a eh by employee size 
A ' P * 
product control laboratories and nit “ eee and sub-major 'n- 
their usefulness stems from. their pooner “a regions, by states, = 
ustries, ined in a = 
Il containe 
ther facts are 9 s 
: e MARKET DATA BOOK. ying , 
pig your McGraw-Hill man for 9 
or 


copy. 


ability to save time or increase effi- 


ciency Thus customer demand 





depends primarily upon (1) our 
ability to educate potential custom- 
ers to the usefulness of the instru- 
ments, and (2) the introduction by 
us of new and improved equipment 

and this is extremely important 


since the current rate of technolog- McGRAW-HILL PUBLISHING COMPANY, INC. 


ical improvements renders instru- 330 WEST 42nd STREET NEW YORK 36, N.Y. 


ments obsolete in relatively short 











with customers 
and prospects throughout 
Latin America’s enormous 


Textile industry... 


is the SERVICE 
performed by 


TEXTILES 
PANAMERICANOS 


every 
month 


\ 
a na, 


Here, in 

clear, simple 

idiomatic 

Spanish... 
is given month-by-month re 
ports of textile technological 
progress. Here the leading 
machinery, dyestuffs and tex- 
tile chemical exporters present 
their lines and, during times of 
material shortages, insure that 
the fame of their organization 
is kept alive. 
More than 3000 mill men in 
Mexico, Cuba, Central and 
South America’ read TEX- 
TILES PANAMERICANOS as 
a guide to what is new in North 
America and who makes it. 
For complete details about this 


busine Ss journal 


PSUIEES 


PANAMERICAN PUBLISHING COMPANY, Inc. 
570 7th AVENUE, NEW YORK 18, N.Y. 
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periods of time 

Since we are dealing with new, 
rather than more or less standard 
products, we practically create our 
»wn markets and our planning for 
the future is based on production 


apacity plus planned expansion 

with increased sales effort added to 

take up any slack that may exist 
Market determine 


field needs for new instruments and 


research to 
improvements in ex.sting ones 1S 
becoming of increasing importance 
to us and a section of the sales de- 
partment is being set up to handle 
such problems. The use of outside 
marketing counsel is being actively 
considered 

As far as the general trend in our 
ywn industry is concerned, we feel 
that the outlook is uniformly good 
at the present time. Industry, par- 
ticularly the chemical processing 
industry, is moving toward more 
and more automatism. Instrumen- 
tation to implement this trend is at 
present well behind the demand 
The companies that can develop 
equipment that successfully fulfills 
this demand are assured of steady 


markets for some time to come 


Arthur A. Leschen 


® ANTICIPATING the market and in- 
dustry trends in our company is a 
function of our sales department, in 
which there is assistance from our 
sales promotion and_ advertising 
manager, and the analyses of our 
accounting department 

The wire rope sold in this coun- 
try is principally for replacement 
of worn out wire rope on existing 
machinery. In the parlance of the 
day, it is an “MRO” item 
ingly the over-all demand for our 


Acce ord = 


product can be anticipated by con- 
sideration of business indices cover- 
ing industry generally, modified by 
statistics of our principal consuming 
industries, such as construction, oil 
well drilling, mining, logging, ete 


In general the demand for wire 


rope follows the general tone of 
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business activity of the heavy in- 
dustries. 

For us, major danger signals are 
to be found when metals are in long 
supply indicating a slackening de- 
mand from heavy manufacturing, 
when plans for oil well drilling in- 
dicate curtailed activity, when the 
plans for new construction drop off, 
when mining drops to lower ac- 
tivity, and inventories of coal and 
metals rise, when lumber prices 
drop, and logging activities reflect 
a reduced market. The degree and 
speed of changes in these industries 
that are so important to us are an 
indication of the magnitude of the 
changes in our market that will re- 
sult. 

We have experienced this year a 
decline in incoming business, as 
compared to last year, but antici- 
pate that a sustained demand of 
about current proportions will con- 
tinue through this year and into 
1953. 


John A. Carter 


® FOR MANY years we have been 
making forecasts of our anticipated 
business, just as any well managed 
business organization should do. 
These forecasts have been based on 
our past performance, our judg- 
ment as to present and possible near 
future business conditions, plus 
changes within our own organiza- 
tion, such as increases in size of our 
selling force and the addition of 
new products. Such forecasts have 
enabled us to better regulate our 
expenditures, anticipate and budget 
our costs and plan for capital in- 
vestments. These estimates have 
been remarkably accurate in spite 
of unusual and sometimes sharp 
changes in the business situation 
Several years ago it was felt ad- 
visable to supplement our own fore- 
casts with the experience of outside 
experts who make a _ business of 
economic and financial forecasting 
Accordingly we contracted for the 
services of one of the outstanding 
organizations of this kind and we 


NEED A LIFT? 


Cranes, hoists, winches or shovels — in 
fact any piece of equipment needed for 
efficient completion of engineered con- 
struction projects — are of vital interest 
to Civil Engineers, for they operate under 
many key titles and diverse functions. 
They may be planners, executive super- 
visors or contractors... whatever their 
responsibilities, 34,000 Civil Engineers 
look to CIVIL ENGINEERING for ideas 
and product information. Be sure CIVIL 
ENGINEERING is on your schedule. 


ithe Magazine of Engineered Construction 
Published by 
The American Society of Civil Engineers 
33 West 39th Street, New York 18, N. Y. 


| - , ° 
| From the representative: intelligent counsel, 
proper pre-planning, and conscientious follow 


hrough 
What you 


From the creative department: fresh and 
a stimulating ideas, copy slants and helps, layout 
sh O uld get and design, finished art and illustration, art 


direction and typography all prepared to per 


tro mm 2 mit practical, economical reproduction 


lith O tr } . From the plant: time-table delivery schedules, 
fo ap Dien faithful reproduction, positive color control, 
hairline register, accurate work of skilled crafts 
men, modern facilities and methods, using best 

possible materials 


We of Philipp are proud of our capabilities 
and the fulfillment of these and other points 
We're anxious to prove our value to you on 


your next assignment. Call us in 


agg 


lithographing co. 


MILWAUKEE 12, WIS., 1422 N. Fourth St., Morquette 8-2446 
CHICAGO 11, ILL., 520 N. Michigan Ave Superior 7-1543 


Representatives in: 
BROOKLYN, N. Y., Gedney 8-4412 BALTIMORE, MD Forest 6939 


PHILADELPHIA, PA., Pennypaocker 5-9966 CLEVELAND, OHIO, Ontario 1-1760 


CREATIVE COLOR LITHOGRAPHERS SIUCE 1H43 
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No, he 


his nails, or pacing the floor, but 


isn't tearing his hair, or biting 


he as producing an idea 


He's at home at ease in his favorite 


chair relaxed undisturbed by 


distracting office turmoil 


unfailing 
He 


a personal subscription mailed to his 


His eves are focused on his 


idea-stumulator Advertising Age 


has 


home because only at his home can he 


FREE with town home dubreniplion 


Advertising 


Dept. IMAU, 200 I 


year subscripuc 


REF copy of “The Pay-Oft 





WANT TO KNOW 
WHAT SERVICES 
ARE OFFERED 

BY LEADING 
BUSINESS 
PUBLICATIONS ? 


€ Direct, 








Advert 


t 


creatively on the problems of his 


think 
business 

Fach Monday Advertising Age brings 
him all the latest advertising and selling 
from every important marketing 
That news stimulates him to 
ideas that move merchandise! 


meus 
center 
produce 


The coupon below will bring 
personal subscription to AA, plus a FREI 
copy of “The Pay-Off", a valuable hand 
book by a noted specialist in direct-mail 


and mail-order 


you a 


advertising 


You dong 


Illinois St., Chicago 11, Tl. 


sing Age 


P53 Marke, Se 
Y Numbe, 


Jone 25, 1959 


have found their help and advice 
very valuable and accurate 

One of the first things they did 
for us was to study our business 
and other 
factors in the national economy to 
see if they could determine signifi- 


progress in relation to 


cant trends in our growth to serve 
as a future indication of the prog- 
ress we as a company should make 
in relation to our business oppor- 
They did find such trends 
the total 
manufacturing output other 
We use these relationships 
as several of the 
through which we study and ap- 


tunities 
in relation to value of 
and 
factors 
many factors 
praise our progress and future plan- 
ning 
We 
and financial 
which contributes much to our busi- 
Our customer de- 


have a market research 


analysis department 


do 


ness forecasting. 
mand is estimated mainly on the 
basis of general business trend con- 
not through studies of 


ditions and 


individual accounts 

Two major signals that we con- 
sider as danger signals when they 
first, a reduction in 


appear are 


capital goods expenditures and, sec- 
ond, a slackening off in consumer 
demand as indicated by department 
store sales 

It is feeling that the general 
business trend in our industry will 


oul 


be good during the next six months, 


influenced principally by an_ in- 
crease in consumer demand because 
of the money available in the hands 
of the public, and the very heavy 
expenditures for de- 
fense needs. As both of these fac- 


tors can change quite rapidly with 


government 


changes of policies and decisions we 
hesitate to go beyond a six month 
appraisal of general business condi- 


tions 


Public Works . . Nev 
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"i decided to 
use GAS 


because | get complete 
coverage of the gas industry. 
An industry that plans — and 
buys on a big scale. A stable 
industry whose construction 
budgets for the past three 
years have averaged more 
than a billion dollars annually. 
The long-term outlook is good 
with 41/2. billion dollars in new 
construction on the plannine 
boards for the period 1952 
19335." 








.-. and because GAS has 


D> Largest circulation, with 92% 
to individuals in Gas Companies. 


Its circulation reaches the men 
who have authority to buy—the 
same men your salesmen contact. 


Circulation Verification is Two- 
Fold. 96.5% Verified by C.C.A. 
for list accuracy. 93.9% Verified 
for Readership by independent 
audit. 


Authoritative editorial coverage 
backed by 26 years experience 
features the know-how and why 
of methods and techniques, 
which means high readership. 


More editorial and advertising 
pages per issue than any other 
Gas Industry Publication. 


A circulation increase of 79%, 
in 10 years has kept pace with 
the growth of the industry. 


Lowest advertising rate per 
thousand circulation, plus com- 
plete industry coverage. 


Write for 1952 
Annual Report of 
Gas Construction 


Projects 


A JENKINS PUBLICATION 


198 So. Alvarado Street 
Los Angeles 4, California 


How to work with the press 





ments to the press including an- 
swers to questions which newsmen 
may ask you . are to funnel 
through him. 

The press and radio prefer the se- 
lection of one individual as spokes- 
man. Also, it makes easier a rea- 
sonable amount of control by public 
relations in Chicago 

What we say here was prepared 
to help you, as a member of plant 
management, understand and co- 
operate with newspaper, radio and 
television representatives. 

The press in your community is 
made up of the newspaper, radio 
and television news organizations 
They are business enterprises, just 
as Quaker is. We sell cereals, 
chemicals, feeds and pet foods. They 
sell just one product news. 

They understand that the public 
wants to know about your plant, its 
people, its products and its progress. 
And they want the freedom to tell 
anything about Quaker Oats that 
qualifies as news. When the press 
spokesman at your plant provides 
the press with newsworthy informa- 
tion, he is performing a_ service 
which the busy newsmen greatly 
appreciate. He is saving them time, 
and broadening their news coverage 

The company naturally stands to 
benefit, too. The day-to-day stories 
about us in your local newspaper 
and on the air publicly measure 
Quaker’s success at being a good 
business citizen . . . and a worth 
while part of your community. 

Good citizens, whether individuals 
or companies, conduct themselves in 
ways worthy of public favor. When 
a company merits public esteem, an 
“open door” policy will help get it 


What Is News? . . News is first- 
time information about anything in- 
teresting. Many of the activities at 
your plant qualify as top-notch 
news. Quaker is never likely to 
become what newsmen term as a 
“publicity hound.” But your news 
spokesman will try to notify your 
local press of those items which both 
public and newsmen want and have 
a right to expect. 


The public in your community 





“am "3 


. . . because it gives me 
the best coverage of the 
fast - growing Liquefied 
Petroleum Gas Market. 
An industry that has 
tripled its sales in the 
last five years, and now 
serves more than §&,- 
000,000 consumers.”’ 








... and because BP-News has 


> 52% greater coverage of read- 
ers in Bulk Plants who represent 
85% of the industry's purchas- 
ing power. 


Largest circulation, highest sub- 
scription rate, and the highest 
renewal percentage in the in- 
dustry. 


The Pioneer Publication with 
more than 20 years editorial ex- 
perience. 


Publishers of the only library of 


technical books—Headquarters 
for L.P.G. information since 1931. 


Seven Readership surveys prove 
BP-News first choice by a 2 to | 


majority. 


First in display and classified ad- 
vertising for 13 years. 


In 1951, 88 exclusive advertis- 


ers used only BP-News Publica- 
tions to sell this market. 


BUT ANC PROEAY Write for latest 
| | 


A JENKINS PUBLICATION 


198 So. Alvarado Street 
Los Angeles 4, California 
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Transit executives say: 


MASS 
TRANSPORTATION 





W HAT publications do tran- 

sit executives read... 
find most enjoyable and most 
helpful? 

Aleading advertising agency 
(representing 8 manufacturers 
that sell to the transit industry) 
recently found the answers to 
these questions. 

By personal interview... plus 
a comprehensive mail survey, 
the agency secured honest 
opinions from 294 of the nation’s 
top transit men (presidents, 
general managers, equipment 
superintendents). 

Here are the results: 1]6 said 
Mass Transportation is the 
most interesting to read... 
and the most enjoyable. 81 
voted for publication No. 2 and 
74 tor No. 3. 

112 voted Mass Transpor- 
tation’s articles most helpful 
in solving transit problems. 
96 preferred No. 2 and 60 No. 3. 

For advertising that gets top 
results with top transit execu- 
tives, put your message in Mass 
Transportation—read most and 
enjoyed most by men who 
count most. nies 
*Survey copies available upon request 


See SRDS, 21 or write for rate card. 


TRANSPORTATION 


222 WEST ADAMS ST. 
CHICAGO 6, iLL. 
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judges the company by what it 
knows or doesn’t know about your 
plant. Employes help spread news 
about the company, and help an- 
swer the public's thirst for informa- 
But only the 


press reaches out every day to the 


tion about your plant 


company’s customers, stockholders, 
competitors, employes and every- 
body else 

A daily 
happenings is drawn by the press 
Only by being part of that picture 


picture of community 


can we change those members of the 
public who merely know we are in 
town to friends who are glad that 
we are 

Remember, news is first-time in- 
formation about anything interest- 
ing. It’s not necessarily about some- 
thing of earth-shaking importance 

Your news contact man will do 
his best to see that requests from 
the local press, radio and television 
are answered fully and ccmoletely 

and that your local newspaper, 


radio and television folks are kept 


; sf an Ye 
ae eee 


supplied with whatever types of 
news items they express interest in. 

He is only one individual, how- 
ever. It will help if you make sure 
to give him any suggestions that 
come to you. 

Here is a list of more routine ac- 
tivities in which your newspaper 
and radio news organizations will 
normally be interested: 


Our Policy Talk . . The public, 


particularly in our plant commu- 


} 
Qmeterr ree > 
“a -_ 























about the company is net 


ee || mu 
nities, has a right to know anything | 
which i 


confidential, as production figures | e wa a 

are, for reasons of competition. The | not just space eecce 
press, radio and television want to | 
tell as much of the company’s story 
as it considers newsworthy. 

Your news contact man has been 
charged with keeping up acquaint- 
ance with local newsmen . . with 
helping supply answers for any 
questions they ask . . and with serv- 
ing them in any other possible way. 

All help you can give him will as- 
sist in building the company’s pres- ing plan that weave 


INDUSTRY's bu 


tige with the press, radio and tele- your advertising and sé 
vision, and with the public in your ' 
: »p effectivene 
community. ; 

What follows was prepared to 
help the news contact man in each ceramic buyers 
plant with his duties. But you will aor 
probably be interested, too. 


your salesmen how 


where 

them, what tc 

Know Working Newsmen.. You it. 

as the news spokesman for one of 

the company’s plants, have no more C e | ci 

important job in public relations eramic n ustry 

than that of being on friendly terms : 

ath the laeal pewarnen. 5 South Wabash Avenue, Chicago 3, Illinois 
Get acquainted and keep ac- 

quainted with your key newspaper, 

radio and television people . . par- 

ticularly with those newspaper, ra- 





dio and television reporters who 








cover business, labor and farm 
news 

Go out of your way to talk with TECHNICAL WRITERS 
them. Let them know you really 
want to help them. Learn what 
they want “stil Quaker in the line WE WANT — WE OFFER — 
of such things as personnel items, tee several men with experience . . . an exceptional opportunity 
news and photo tips. Then do your in writing about industrial prod- to grow with a new and growing 
ucts. Experience should include department in a well-established 


The better you know your local sales, advertising, “id other work advertising agency. Starting sal- 
requiring ability to appreciate d 
ary based on experience and 


newsmen, the better you'll learn interests of those who buy and a 
just how you can help them. use industrial products. Engj- training, increases on results pro- 


neering or other technical train- duced. Bonus, insurance, retire- 
The Newspaper Staff. . You will ing desirable. ment and profit-sharing plans. 
want to know something about the 
organization of your newspapers. Please give full information in your first letter. 
Staffs vary somewhat, but most Address Box 459, 
daily newspapers are organized Industrial Marketing, 200 E. Illinois St., Chicago 11, Ill. 
along these general lines: 

The Reporter. He is the man 
whose job it is to get the news, get 
it accurately, to report it truthfully. 


best to see they get what they want. 




















Good relations with your news- 
papers start with your reporter. He the Real Push 
will play ball with you. He can be Behind Sales! 


trusted. Unless he is the exception, You'll find “Snips’’ a powerful for lead 
“11 ‘“ ” medium to reach over 13,000 sheet hi 
he will respect any “off-the-record ; metal, ventilation and warm air monthly 
, heating contractors. See Indus Page !7 for 

information . . providing you are ‘vial Marketing Dats Bonk 9 


careful to label it as such. Don't | Snips Magazine dvertisers : 


5707 WEST LAKE STREET CHICAGO 44, HLLINOES NAM, oni 


ompetitive advertising 
ble us to provide 


See Market Data 


12 years of surveying © 
ing advertisers ene 


data at low cost. ' 
urther information. 


<esearcen 
: a | 


, Sal 


au) 27 





off-the-record 
and don't try to keep unfavorable 


overdo information 
information off the air or out of 


print by saying: “It’s ‘off-the-rec- 
ord’. 

The Business Editor He iS re- 
sponsible for all 


under the direction of the city edi- 


industrial news 
tor. It’s part of his job to work with 
you on any company story with in- 
dustrial news importance 

The Farm Editor. 
ble for all farm news, under the di- 


He is responsi- 


rection of the city editor 

The Picture Editor. He is re- 
sponsible for all photos and photo- 
graphs, under the direction of the 
‘ity editor 

The City Editor. He 
known as news editor) is responsi- 
ble for all local news, and is the 


boss-man” of all reporters He is 


(sometimes 


the man to whom your news re- 
leases are sent. He is the man to 
call when photographs or reporters 
are wanted to cover emergency as- 
signments 

Aim at an acquaintance with these 
members of your local newspapers 
They are the folks you will be 


working with most often 


The Radio News Staff. . You will 
also want to know how the news 
staffs at your local radio stations are 
organized. This generally is their 
setup 

The Newswriter 


with the reporter on your newspa- 


He corresponds 


pers. He has the same job, the same 
high ethics, the same respect for ac- 
curacy and truth. He orginates few- 
er stories, however. He spends much 
of his time re-writing press associa- 
tion stories for the air 

The News Editor. He corresponds 
with the newspaper's city editor. He 
is responsible for the script of all 
news programs which originate lo- 
cally. Because radio news is writ- 
ten to be read over the air, he has 
no use for photographs 

The Special 
While not a part of the news de- 


Events Director 
partment, he directs special broad- 
casts, frequently of a public service 


nature 


The Television News Staff . . 
yenerally speaking, the news staffs 
of local television stations are or- 
ganized practically the same as that 
of radio stations. 
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Short Hours... | 
Mend gust 

Keep in mind when servicing tele- 
vision stations that their needs re- 
quire that your material be of a 
visual nature. The news department 
of a television station is not as mo- 
bile as the news staff of the radio 
station and the newspaper. Because 
of the expense and equipment in- 
volved, the television news. staff 
must restrict its coverage to only 
the most important news events 

If you do service the television 
news staff with pictures, remember 
that they use a dull finish print, not 
They prefer the 
size to be an 8x10” or in general, a 


a glossy finish 
dimension three-deep to four-wide. 

Your contacts with your local 
television station will most likely be 
through two of its staff members 
They are: 

The News Editor. He is also called 
the special events editor by some 
stations. His duties correspond with 
those of the city editor of the news- 
paper or the news editor of the ra- 
He is the man to whom 
your news releases are sent. He is 
the man to call when photographers 
or reporters are wanted to cover 


dio station 


emergency assignments 

The Program Director. In most 
cases he is not a member of the 
He is 
the one, however, whom you contact 


television news department. 


if you believe you have an interest- 
ing guest for one of the special local 


programs, or if you are planning 


juction improved when Bardwell & 


issemblers to work in their shorts. 


any special ceremonies. He can tell 
you if the station is interested in 
your guest or project and what the 
requirements will be. 


Advance Releases Help . . When 
something of extreme public inter- 
est is coming up at your plant, ask 
the public relations department in 
Chicago to prepare a news release 
for you to cover the event 
Company-wide news stories are 
sometimes prepared in Chicago for 
plant community 
newspapers, radio stations and tele- 
vision stations. Such releases will 
be sent to you so you may service 
your news contact at the agreed- 


release to all 


upon time. 

Pass any routine items of interest 
along to the press and radio by tele- 
phone or personal visit. When time 
permits, the personal visit will nat- 
urally help you build up your press 
acquaintance. Also, when time per- 
mits, the press appreciates getting 
news stories as early as possible. 
They will observe any deadline you 
indicate on such advance notices. 
Learn from your newsmen when his 
slack periods occur and try to make 
your visits during his slack mo- 
ments. 


Avoid ‘No Comment’. . Learn the 
printing times of your newspaper 
editions and the times of your radio 
and television station newscasts. 








Keep these in mind when you are 
servicing them with news. If your 
material has merit it will get better 
treatment when you allow plenty of 
time for its handling. 

When a press or radio representa- Shas re) B LI NES by Dokn 
tive asks you a question, make it a UY soe 
point to give him the whole story 
fast. Nine times out of ten when he 
calls you, he is up against a dead- 
line. If you don’t know the answer 
to his inquiry, don’t guess. Tell him 
you don’t know but will find out 
and call him right back. 

Reporters and their bosses hate 
evasive answers, red tape or the 
standoff treatment. If that’s what 
you give them, what may have been 
a favorable story may never be 
printed or broadcast. Be available 
for comment at all times, or have 
someone available to comment for 
you when it is impossible for you 
to be available. There is no excuse 
for a “no comment” answer or be- 
ing “unavailable for comment” on 
issues that concern the company. 


When To Call HQ. . Sometimes 
a reporter will ask you something 
which you and others at your plant 
don’t feel you should answer . . a “Boy! This is IT! No more worries ...just BIG SAVINGS 
question on company-wide policy, with JOHNSON PRINTING handling our Litho problems!" 
for example. 

Tell him frankly the statement 5 WRITE, PHONE OR WIRE TODAY! 
must come from Chicago headquar- 
ters. If he is in a hurry, offer to 


telephone public relations. If he 
can give you more time, a teletype, ohnson roti 
wire or mail request will suffice. 
} EAU CLAIRE, WISCONSI! 
Keep Cool And Collected . . You am — 
will occasionally be approached for 2219 Galloway St. Phone 6127 
a statement on some controversial 
matter . . perhaps a labor dispute. 
The reporter may read you a union 
statement, then ask for Quaker’s 
reply. It’s vital then to keep cool. 
You may feel irritation, but it does 
not pay to show it. 
Ask for a few minutes (but only 
a few!) to collect your facts. When | 
: i 
you have a statement clearly in Giadie Gen Os Galas ate 
° ° 1 1 usi 

your head, call him back and give Pn 4 publications and consumer coal trade use 
him Quaker’s position clearly, com- magazines can supply valuable infor- 

ae mation in the operation of business. 
pletely and courteously. Don’t be Used by business organizations and 
guilty of “no comment.” their advertising agencies for collect- 
: re Z ing editorial publicity, for maintain- 
At times you will be asked ques- ing competitive advertising files, for 


tions which require very technical ree eee — market studies 
and for developing sales prospects. oncaeo vanae eat 


and complete answers. Let’s say a Booklet No. 50 Clippings Aid Business Side. Whitehall Bids. 

newsman wants to do a lengthy Booklet No. 60 Magazines Read by Bacon's aon nee saat 
over years e leading 

story on your new warehouse. BACON’S CLIPPING BUREAU jaca | G6 Akal ean tealiacaeis 


The story is a big one. So he will 343 So. Dearborn St., Chicago 4 























If you wish to reach the 
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HERE’S HOW YOU CAN GET 
BETTER 
ENHMIBITS AT 
LOWER COST 


Without obligation, Ivel Corpora 
tion, leading designers and build 
ers of displays and exhibits, will 
send you any or all of the follow- 
ing aids for your next exhibit 


CLIP THIS AD 
To your Lerrernean 1 
AND MAILTO J 


96-24 43rd Ave., | 
Corona 68, N. Y. | 


We'll do 
the rest! | 


ILLUSTRATED STORY of amazing 
IVELPAK, the pre-fabricated, 
easy-to-use exhibit which you 
can rent or buy at an important 
saving 


FREE CHECKLIST of requirements 
for a successful exhibit at trade 
shows, sales meeting:, conven 
tions, home office, public dem 
onstrations, county fairs, etc 


FULL DETAILS of how IVEL has 
helped other firms solve exhibit 
problems and of how Ivel 
con help your firm get better 
exhibits at lower costs 





STEEL PROCESSING 


A distinctive business paper editorially 
devoted to semi-technical articles that 
ore helpful to the men engaged in the 
various methods of steel processing. 
Over 8,000 (C.C.A.) monthly circulation 
to the men engaged in forging, heat- 
treating, stamping, forming and weld- 
ing. Established in 1914 as the Amer- 
ican Drop Forger, Steel Processing has 
been serving the industry for 38 years. 
Your sales message in Steel Processing 
will reach those who purchase or specify 
the equipment and supplies to be pur- 
chased in practically all of the inde- 
pendent forging and heat-treating plants 
and most of the larger fabricating plants 
where steel is forged, formed, stamped, 
heat treated or welded. Why not begin 
an advertising campaign in the Septem- 
ber issue which wiil carry the program, 
list of exhibitors, etc. of the 34th Na- 
tional Metal Congress and Exposition 
that will be held in Philadelphia, Octo- 
ber 20-24; also a write-up of the plants 
of the Wyman-Gordon Company? Reg- 
vlar rates will apply. 


Published by 
STEEL PUBLICATIONS, INC. 
4 Smithfield St. Pittsburgh 30, Pa. 
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want to come over to gather details 
You will do best in such cases to 
arrange and set a time for a three- 
cornered interview. You, the news- 
man and the member of plant man- 
agement who is best informed on 
the new building 

That 


to supply such details as the build- 


individual will best be able 
ing materials to be used, the prob- 
able starting date, the square foot- 
age of floor space and any others 

You should make it your job to 
see that such points as the benefits 
f the new building to the commu- 
nity, to our customers, to our em- 
ployes and to our farmer-suppliers 
are clearly brought out 

You should also see to it that the 
newsman gets all the information he 
wants 

With the specially difficult stories 
it is better to talk with the reporter 
in person instead of over the tele- 
phone. If he is working against a 


deadline, this won't be possible 


Then it 


for a few 


is another good time to ask 


minutes to check facts 
Use the time to jot down as clear a 
statement as you can in answer to 
the question. Then you can call 
back and read the statement to him 
You will be surprised how actually 
phrasing a statement can help. If 
you say, however, that you will call 
him back in five minutes, do so. His 
seven minutes 


deadline may be 


away 


You Can't Squelch Tragedy. . 
Serious accidents, we are fortunate. 
When 


are legiti- 


seldom occur in our plants 


they do, however, they 
mate news 

You cannot hide such an accident, 
Any 
mishap brings in city servants such 


This 


makes it a matter of public record 


and you should not try such 


as the police, firemen, corone! 
and, as such, available to all news- 
men 

Include in your system for han- 
dling emergencies, the best practical 
method of handling the press at the 
time 


same Keep handy a list of 


the names of contacts 


and their phone numbers, so while 


your press 


you are calling the police, fire de- 


partment or other public servants, 


an assistant can be notifying the 


newsmen. Be sure in advance that 


your guards and volunteer emer- 


gency workers expect the press to 


MARKET AND 
MEDIA FILE... 


ol 
== 


Now... ODERN 


AILROADS’ 


GREATER SALES 
POWER 
MORE EVIDENT 
THAN EVER 


in NIAA outline form! 


Send for your copy today 


ODERN & ‘w 
AILROADS 


201 North Wells Street CHICAGO 6, ILLINO! 


TRIANGLE Continuous 
MOTION PICTURE PROJECTOR 


16 MM 
SOUND 
or SILENT 


Automatically shows your movies over and 
over with no rewinding . in undarkened 
rooms. “The one that works.'’ Tested by U. S. 
Bureau of Standards. Used by government and 
biggest names in business. Bell & Howell 
Projector unit. Write Triangle Projector Co., 
3307 N. Ravenswood, Chicago 40, Ill. 


SSSOOHHHEHOHHOSOOOHOOSESOM, 
For all the Facts ® 
on Industrial and 
Trade Market Data 


LOOK in 


industrial Marketing's 


1953 


MARKET DATA & 
DIRECTORY NUMBER : 
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“INDUSTRIAL MAINTENANCE” 
GETS RESULTS! 


The 
TRAILER PARK! 


By advertising to this new field 
you will reach over 8,000 Trailer 
Parks representing homes for ovor 
11 million people and also repre- 
senting over  §200.000.000 in 
grounds, utilities and facilities. A 
large number of parks have stores. 
commissaries. restaurants, filling 
stations, laundries and cottages. 
These parks actually represent 

small villages of 100 to 3.0u0 pe: 
sons. They have the same needs 
as villages for items such as streets 
sewerage and water systems, light- 
ing, signs, landscaping, food sup- 
plies, etc. 

Write today for market 

study on this mew way of 

Amaican life. 


MANAGEMENT 


4006 Milwaukee Ave. 
Chicago 4}, Illinois 


TRAILER 
PARK 


be on the scene and thereby will not 
hamper them in their coverage of 
the event. 

Emergencies won't always happen 
during vour working day Plant 
guards should be instructed to ex- 
tend the same privileges to the cov- 
ering press that they give to the 
police or fire departments 

You have a choice in an emer- 
gency situation. You can be pre- 
pared to help the newsman get his 
story rapidly and as accurately as 
possible under emergency condi- 
tions or you can earn the reporter's 
just anger by making him get his 
facts . . perhaps in garbled form 
from the police or even worse from 
disinterested bystanders. Be _ pre- 
pared for emergencies and avoid the 
latter 


Don't Try To Write It. . Never 
demand that a newsman submit his 
story for your o.k. Whenever a 
question of accuracy is involved, 
you will find him asking that you 


check the facts as he has written 


them 


Be Your Own ‘Clipper’ . . Most 
reporters don’t like to be asked 
“When will this story appear?” or, 
“Will you send me a clipping when 
the story sees print?” 

The time the story appears is up 
to the editors, not to the reporter 

You, yourself, can easily watch 
the newspaper in question for the 
story to come up. When you begin 
to have several stories in your local 
newspapers each week, it will be 
well to take out an office subscrip- 
tion to the papers and have a girl 
check through each one for all com- 
pany items. 

So that a master file of Quaker 
clippings from your plant and all 
others may be kept by the public 
relations department in Chicago, 
please mail in a copy of all clip- 
pings. You may easily obtain these 
clippings by buying an extra copy 
of those issues which contain Quak- 


er Oats items 


Don't Guess . . Remember always 
that accuracy is the first essential 
of all news. You should be certain 
of all facts in your answers to news- 
men’s inquiries. You can build up 
their respect for you as a news 
source by never making “I think” 


ACB reads every 
atlvertisement published in 


daily and Sunday newspapers 


in the United States 


x 


It’s a simple matter for ACB 

to find and furnish the ads you'd 
like to see. Gives you an idea 

of how others are promoting your 
own and competitive lines, 


Get in touch with the nearest 
ACB office for rates and service. 
Or if you prefer, ask for 

ACB’s big new 1952 catalog of 
services—now available. 


The Advertising 
Checking Bureau, Inc. 
New York ¢ 79 Madison Avenue 
Chicago e 18 S. Michigan Avenue 
Columbus e 20 S. Third Street 


Memphis ¢ 161 Jefferson Avenue oa 
San Francisco « 16 First Street © 


gsc | 
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AERQNAUTICAL 
ENGI NSBE RING 
REVIEW 


Aviation's 

ONLY 

Engineering & Design 
Publication 


@ 10,000 paid readership among 
aeronautical engineers, designers and 
specialists. 


e 90% of readership in four top avia- 
tion markets —- Manufacturing, Govern- 
ment, Research, and Airlines. 


@84% of current advertisers have 
used the REVIEW for two or more 
years. Find out why! 


Write today for 
16-Page Aircraft Market Book 


Institute of the Aeronautical Sciences 


T Oath STREET NEW YORK 9 N Y 











WANTED 
INDUSTRIAL 
ADVERTISING 
COPYWRITER 


Pleasant working con- 
Above 


Permanent position. 
ditions in air-conditioned office. 
average employee benefits. Interesting 
variety of industrial copy for direct-mail, 
booklets, folders, etc. Salary commensu- 
rate with ability. Phone or write for 
interview, giving full resume of experience 
Send no samples. The 
224 East Broadway, 


Wabash 7551, Exten- 


and qualifications. 
Girdier Corporation, 
Louisville, Kentucky. 
sion 284. 











PRESS 


CLIPPINGS: 





from all Newspapers 


and Magazines 


ESTABUSHED O88 


| 
) 
j 
} 
j 
j 


i BURRELLE’S PRESS CLIPPING BUREAU 
, 165 Church St., New York 7, N. Y. 


t’s printed, 
If it's printed 
, Burrelle’s will clip it 
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2 DISTRICT MANAGERS 
One of our clients is looking for two top men to 
fill two mew sales positions, immediately. Will lead 
to District Managerships. Responsibilities include or 
ganizing and supervismg of distribution of a Ime of 
industrial sealing tapes, protective coatings and seal- 
img compounds. Pacific Coast and Midwest 
Medium size, fast growing company Excellent 
financial rating Agyressive spirit Quality products 
backed by strong promotional work. The kind of fu- 
ture with unlimited opportunities 
if you feel that cne of these spots fit in with 
your ambitions, and would like to discuss the matter 
with ow client personally, drop us a line. Outline 
your background and other pertinent data. Enclose a 
Photo if convenient. Salary is open. Replies held 
in str.ct confidence 
Write: Van der Boom Hunt McNaughton, Inc 
672 S. Lafayette Park Place 
Los Angeles 5, California 











NATION-WIDE FIELD SERVICE 


USEFUL TO ADVERTISERS AND EDITORS 
Organization of 500 capable Photo-Reporters provides 
effective way to obtain on-location photos, case histo ies 
Stories, testimonials and relzases 

For more information write or ‘phone 

SICKLES PHOTO-REPORTING SERVICE 

38 Park Place, Nework 2, N. J. 
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answers. When you don't know, 
ask for a few moments to check and 
call him back. If you can’t find out 
in a few minutes, call him back 
anyway and tell him approximately 
how long it will take you to find out. 


Know And Be Known. . Work 
toward becoming so well acquainted 
with members of the local press, 
radio and television stations that 
they will automatically call you to 
check union statements . . to get lo- 
cal Quaker slant on some national 
story or to get routine informa- 
tion 

You can help achieve this aim by 
making sure all local newspapers 
and radio news departments carry 
telephone 


your office and home 


numbers on file. News doesn’t al- 


ways keep regular oifice hours 


Have someone available for com- 
ment around the clock. 

You should lean over backwards 
in not playing favorites in passing 
out company news. If your com- 
munity has two newspapers and 
several radio and television stations, 
you may personally prefer one of 
them. The whole group, however, 
offers the 
listenership 

If, however, one newsman sug- 


largest readership and 


gests and digs up a Quaker story by 
himself, it is only fair to let him 
have the exclusive fruits of his la- 
bor. When rival newsmen suggest 
and start work on the same story, 
you will avoid hard feelings if you 
let each know that the other is 
working on the same theme. 


Don't Scold on Errors . . Don't 
scold or try to pressure 
That’s a sure way to get 


threaten, 
newsmen 
nowhere in a hurry. 

Errors in your 
will sometimes 


company stories 
When they 


do, it will most often be because you 


occur. 


were not sufficiently careful in giv- 
ing the newsmen all the facts. 

If a really important mistake pops 
up in print, it is wise to call the man 
who wrote the story . . not his boss 
Explain the error calmly and care- 
fully. Point out its harmful effect 
on Quaker Oats. If he thinks it is 
important enough, he will probably 
correct the mistake in a small sep- 
arate story 

Newsmen don't like to be thanked 
for using a story. They lean over 


A new Handbook for 
editors, layout men! 
Hundreds of practical, 
effective illustration 
techniques ex plained 
and demonstrated! 
84 pages, 

highly illustrated, 
full of ideas 


EFFECTIVE 
ILLUSTRATION 


by KENNETH B. BUTLER 


lecturer at Northwestern Univ., 
columnist in Advertising Age 


$3.75 (incl. mailing costs) 


Typo-DesicgN ResearcH CENTER 
Menpora 5, ILLiInots 


BuTLer 


FRE end EQUIPMENT CATALOG 
Me 


JUST OFF PRESS. 72 pages 
crammed with THOUSANDS 
of newest PHOTO TOOLS. 
CAMERAS, (Press, Studio, 
\ Candid, Special ‘Purpose 
etc.), “LENSES, PROJEC: 
TORS, Lighting Equip- 
ment, Developing Equip- 
ment, ENLARGERS, etc. 
for ‘the amateur ond 
professional, in every 
day, scientific or in- 
dustrial work, 


Geoke & James, Inc. 


FINE PHOTOGRAPHIC EQUIPMENT FOR OVER 54 YEARS 
321 S$. Wabash Ave., Chicago 4, Ill. U.S.A. 


Nine out of ten engraving buyers poy 
twice as much as necessary. Here is a 
fast, quality service used by mony good 
advertising agencies. 

Zine halftones up to 6 8q. in. $1.00 
Zine etchings up to 7 sq. in. $1.10 
Mounting above zincs 10c each. Write 
today for samples of our work and price 
sheet. Seve ¥2 and more! 





ENGRAVING 
9nor ate ’ LUNG, 


CLAUSEN & 





ACCOUNTS WANTED 
CLEVELAND, OHIO 


Sales Executive, twenty years experi- 
electrical and 
industrial equipment, resigning Sept. 1, 


ence in Metallurgical, 


to start manufacturers agency. Cor- 
respondence invited with principals hav- 
ing established accounts. 


Write Box 460, Industrial Marketing, 
200 E. Illinois St., Chicago 11, Ill. 




















those 
stories which they feel are of in- 
most of their readers or 
listeners. And they don't like to 
think that personal friendship causes 
them to throw their 
interest measuring stick. Whenever 
that a newsman 


backwards in using only 


terest to 


away news- 


you feel, however, 
has done an outstanding job with a 
Quaker it’s perfectly proper 
to tell him so. All of us like appre- 
Newsmen are no exception. 


story, 
ciation. 


Forget You're Advertiser . . The 
Quaker Oats Co. 
est advertisers in newspapers and 
on radio and television stations. 
This is handled through advertising 
agencies and through the advertis- 
ing departments of the newspapers, 
In the 


is one of the larg- 


radio and television stations. 
majority of the radio 
and television the 
country the advertising department 
and editorial department are two 


newspaper, 


stations across 


separate units. 

The newsmen you deal with are 
members of the editorial staffs. 
Their job is news. Whether or 
has no bear- 
Never 


try to place a news story through 


not 
you are an advertiser 
ing on making an item news 


the advertising department of the 
newspaper, radio, or television sta- 
tion because Quaker of their 
big space buyers. True, it will work 


is one 


occasionally but such pressure tac- 
tics will only make enemies for you 


the story 


of a catalog 


with your news contacts 

When particularly good coverage 
is given to a company item, don't 
offer to buy some «dditional adver- 
tising to show gratitude. If 
the item wasn’t worth the space as 
it would 


your 


an interesting news item, 
not receive any special coverage. 

You will find it wise to ask news- 
men who call you for story informa- 
tion not to name in their 
copy. You can suggest that they at- 
tribute the “company 
spokesman” or a 
tive.” You will 
glad to do this 
specific request. 

The wisdom of this is probably 
apparent. All news from your plant 
passes through you. The constant 
use of your name would make you 
look like a of the first 
water. 

This not that 
story or even that the majority of 


use your 
story to a 
execu- 
will 


“company 
find they 
if you make 


be 
this 


“climber” 


does mean every 
your stories should leave your office 
Whenever 
should 


It adds value 


anonymously. possible 


your news. story have a 
source. 
to the story. However, 
ual should be quoted without his 


knowledge and approval. 


name for a 


no individ- 


In any contacts, there are 
four simple rules more important 
than all the previous hints: be hon- 


be helpful 


Remember those always, 


press 


est be clear be 
complete. 


and you'll do a good job. 


pas > 


= bes 


= eX 





How It's Done. . 


= 


Cosas Books ine 


this in full color...newspapers, 
tabloids, broadsides, book- 
lets... any mass selling piece. 
Save time and money with our 
rotary web offset press, larg- 
est in the West. For complete 
details, brochure and samples 
write: 


Commercial Printing and 


Lithographing Division 


Dany Journat of Commence 


Pioneers in the Rotory-Offset Field 


711 S.W. 14th Ave . Portland 7, Oregon 


THE MODERN 
BLACKBOARD 


Teachers, Lecturers, 


Demonstrators, 


Tro 


For 


ining Instructors 








THE SPEAKER olwoys 
FACES THE AUDIENCE 


A unique, self-operated pro- 
jector that throws the pro- 
jected images over the 
speaker's shoulder permit 
tung him to face his audience 
at all umes...uses 344 04 
film slides or 


for dramaci 


coated acetate 
visual presen 


tauions 


Portable 


Lightweight (only 7 Ibs.) 


T 


write 
321 


in Industry, Ad 


Sales 


For use 
vertising Agencies 
y to use Groups, Schools, and Train- 
ing Centers 
he price of Screen Scriber is $61.00. For mor 
wt National Distribute 
Sou ith Wabesh Ave., € 


BARDWELL & McALISTER, 


BURBANK, CALIFORNIA 


€ complete details, 


ow, Burke & palit Inc. (Dept. 65), 


Inc. 





“I read INDUSTRIAL MARKETING religiously, and if 
something interferes with this reading at the office, 
I take it home with me. Occasionally I find an idea 
I can put to immediate use; often I refer back to old 
‘es issues; always I am interested in the section devoted 
cj 
a 
to NIAA.” 
i 
Following early promotional experience in the theatrical field, 
Mr. Weimer joined the sales department of Rockwell in 1936. 
In 1945 he became a divisional advertising manager, and was ad- 


Advertising Manager . . : 
; vanced to his present post in January, 1951, with the 


Rockwell Manufacturing advertising of sixteen divisions to supervise. He still finds 
Company time for active participation in NIAA affairs, and is a 
consistent contributor to various industrial publications. 


Says William F. Weimer, 





“INDUSTRIAL MARKETING is the only publication I 
know which contains so much helpful information, 
not only on advertising, but on all phases of in- 


dustrial selling.’ 





An electrical engineer, Mr. Yogerst has been with Bodine for 
nearly 22 years — and for more than 10 years in charge Says W. M. Yogerst, 
of both sales and advertising. He has been prominent in 
both CIAA and NIAA, and is a member of the Sales 
Executives Club of Chicago and the National Bodine Electric Company 


Sales Executives, Inc. 


Cc ) a - 
edles Manager 





“I can't afford to be without INDUSTRIAL MARKET- 
ING. In my experience over the past 20 years, in- 
dustrial advertising has developed and improved 
tremendously, and I have full confidence that 
INDUSTRIAL MARKETING has provided the most sig- 


nificant impetus to that improvement.” 
e/ 


Says Ira R. Ogilvie, 


gies A graduate of Northwestern University School of Commerce, 

Sales Promotion and Advertising Mr. Ogilvie has been an instructor in advertising, a sales 
supervisor and sales manager, an advertising consultant 

George Gorton Machine and writer, and served as a Captain of Engineers in 

Co. World War II. He is past president of the Advertising 

Club of Racine, and past national director of NIAA 

from the Milwaukee Chapter. 


wy 


“I read INDUSTRIAL MARKETING because I can't 
afford not to read it in these days when industrial 
advertising is growing rapidly and assuming 

more responsibility. New ideas and new methods 
are constantly being devised, and INDUSTRIAL 
MARKETING is a source of much useful information.” 


Mr. Carroll topped off his university degree with a course in 
printing, then got a job as a printer's devil. Within 12 
years, he very nearly owned the business. In 1943 he joined Says J. Paul Carroll, 
American Brake Shoe Company as printing production 
manager, and was made advertising manager in 1946. His : 2 
hobbies are reading, gardening, and a good game of golf. American Brake Shoe 
Company 


LA 


Advertising Manager 


4fh) BASIC BUSINESS PAPER FOR BUSINESS PAPER ADVERTISERS 


Industrial Marketing 


200 East Illinois St. © Chicago 11 


August 1952 /181 








Y¥ Chemical Map 0°»: 


South of multi 


million dollar processing plants 


Y Information on ho» 


the fastest-growing chemical market 


listing hundreds 


in the world can be reached through 


Published with the Journal of 
Southern Research and the 
Southern Industrial Directory 
WRITE TODAY TO: 

SOUTHERN CHEMICAL INDUSTRY 
5009 Peachtree Rd., Atlanta, Ga. 





METAL NAME PLATE 
by 


CHICAGO THRIFT 
ETCHING CORPORATION 


Spotlight product with a 


metal name plate. We gladly cooperate with 


and advertising executives to 
standout 
product's quality 
Send a rough sketch or blue print for design 
suggestion and quotation. Let us help vou 


improve your product identification. Write 


Sales 
identification which retlects 


marks it for more sale 


now for detailed information. 


CHICAGO THRIFT-ETCHING CORPORATION 
1555 N. Sheffield Ave., Chicago 22, Ill, Dept. 6G 
Subsidiary of Dodge Manutacturing Corporation, Mishawaka, indiana 
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Index to Advertisers 





*Advertisers’ Research Service 
Advertising Checking Bureau 
Advertising Council, The 
*Acronautical Engineering Review 
*Air Force 

*Air Force Association, The 
*American Artisan 
*American Ceramic 
American Chemical 


Society 
Society, The 
63 


*American Metal Market 
*American Society for Metals, The 
*American Society of Civil Engineers, The 139 
*American Society of Mechanical Engi- 
neers 
*American Society of Tool Engineers, The 
nsert Between 16-17 
American Telephone & Telegraph Co 53 
American Type Founders Facing Page 33 
Analytical Chemistry 119 
Appliance Manufacturer 31 
*AS.M.E. Mechanical Catalog 37 
*Aviation Age 


*Bacon’s Clipping Bureau 

Bardwell & McAlister, Inc 

Black Diamond 

Brick & Clay Record 

Buchen Company, The 

Burke & James, Inc 

*Burrelle’s Press Clipping Bureau 
*Butane-Propane ews 

*Butler Typo Design Research Center 


Cantine Co., The Martin 
*Capex Prefab Exhibits 
*Ceramic Bulletin 
Ceramic Industry 
Chemical & Engineering News 
*Chemical Engineering 
Chemical Engineering Catalog 
*Chemical Engineering Progress 
Chemical Materials Catalog 
Chemical Processing 
*Chicago Thrift-Etching Corp 
Chilton Publications 
*Civil Engineering 
Clark Publishing Co 
Clausen Photo-Engraving C« 
*Conover-Mast Corp 

80, 91, 105, 121, 
Conover-Mast Purchasing Direct 
Construction Equipment 
Construction News Monthly 
*Contractors * Engineers Monthly 
Cc 


ntractors’ Electrical Equipment 


*Daily Journal of Comr 
*Dodge Corp., F. W 

*Domestic Engineering 
*Domestic Engineering Directory 4-5 


Catalog 


Kodak Cc 95 
Light & Power 86-87 
ectrical Equipment 18 
lectrical Manufacturing 38-39 


igineering & Mining Journa 2nd Cover 


astman 


E 
E 
E 
I 
+; 


lectr 


nt & Maintenance 


Industrial & Enginee § en 
*Industrial Equipment Nev $5 
*Industrial Maintenance 147 
*Industrial Marketing 126-127, 150-151 
Industrial Publications, Inc 
135, 143, 3rd Cover 
gineers, Inc., The 114 
14 


nautica 


Radio En 
The Aer 


Sciences 


Catalog Directory 
Magazine 


*Institutions 
*Institutions 
*Iron Age 
Iron & Steel 
Ivel Corp 


Engineer 


Publications, Inc 
Printing 


* Jenkins 
Johnson 


* Keeney 
*King 


Publishing Co 
Publications 


Locomotives and Cars 


*Machine and Tool Book 

Machine Design 

*MacRae’s Blue Book 

*Marine Catalog and Buyers’ Directory 
*Marine Engineering & Shipping Review 
*Mass Transportation 

*Materials & Methods 

*McGraw-Hill Publishing Co., Inc 69, 
*Mechanical Engineering 
*Metal Progress 
Metal-Working 

*Milk Plant Monthly 
*Mill & Factory 
*Modern Machine Shop 
*Modern Railroads 
*Modern Railroads 


Blue 


Publishing Cx 


New Equipment Digest 
New York Times, The 


Oil and Gas Journal, The 


Palm, Fechteler & Co 

*Panamerican Publishing Co 

*Paper & Pulp Mill Catalogue 

*Paper Industry, The (Formerly The Pa- 
per Industry and Paper World) .. ‘ 

*Penton Pub. Co ; 8-9, 75, 107, 

Insert Between 

Petroleo Interamericano 

*Petroleum Engineer, The 

*Petroleum Processing 
Petroleum Refiner 

Philipp Lithographing Co 

*Pit and Quarry 

*Plant Engineering 

*Platt Petroleum Publications 

*Power 

*Practical Builder 

*Proceedings of the 

*Public Works 

*Purchasing 
Putman Publishing Co 


I.R.E 


Railway Mechanical & Electrical Engi- 

neer 

Reinhold Publishing Corp 
28, 2 


29, 40, 63, 79, 


Photo-Reporting Service 
Pub. Corp 
Co., W.R.C 


Sickles 
*Simmons-Boardman 
*Smith Publishing 
*Snips Magazine 
Southern Chemical 
Insert 
Processing 
Publications, Inc 
Publishing Co., Inc 14-15, 18, 
Catalog Service 102 


Industry 


Between 32-33, 


*Sweet’s 


*Technical Publishing Co 
Textile Bulletin 

Textile Industries 
Textile World 

*Textiles Panamericanos 
Thomas Publishing Cc 
Thomas Register 

Too! Engineer, The 
Trailer Park Management 
Triangle Projector ° 


Insert Between 


States Envelope Co 


Boom Hunt Mc Naughton 


Vance Publishing Corp 


Wall St. Journal 
*Western Construction 
Wood and Wood Products 
World Oil 
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PRACTICAL 
_BUILDER 


“Leeds Editoneily 
A ffiliated with 6 Building Industry Magazines 
comprising the largest, most distinguished 
publications in the building industry: 
Building Supply News, Building Material Merchant, 
Ceramic Industry, Ceramic Data Book, Brick 
and Clay Record, Masonry Building. 
Send for our 64-page book... THERE'S MONEY 
IN REMODELING... free to any 


manufacturer who asks for it on his letterhead, 


What do you remember| most about a magazine? Its rate per page? Its last 


ABC statement? The most recent array of statistics marshalled for your benefit ? 


: ; 
Hardly. You remember what the magazine looks like...and, even more, what 
‘ e ’ 


| 
it stands for. You remember the ideas it has pioneered; the battles it has fought 


and won; the courage\it has shown in times of crisis and indecision. 
| 


| 
Statistics, they say, have no soul; but a magazine isn’t worth a 
a. ee 
tinker’s dam if it hasn't. practical builder rests its case on Practical Builder; 
on what is in the book; on the market it offers, 
| 
| 


not the mathematic; on the soul and spirit that make it.. 


| 


... Of the light construction 
industry 


©in 
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Which one has the buying power? 


If you take a good look at your own salesmen’s call reports you'll soon 
realize one important fact: titles in industry are no guide whatever to 


buying power. 

Certainly no publisher can sit in an ivory tower and come anywhere 
near getting the right answers by arbitrarily classifying industrial buy- 
ing authority by title. i ; , 

The only men who know exactly who wields buying power in industry 
are the salesmen actually making plant calls. That’s why Mitt & 
Facrory relies on industrial salesmen — 1588 of them representing 135 
leading industrial distributors — to build and maintain our circulation. 
They hand-pick readers for Mitt & Facrory and then pay us to send 
it to them every month, 

As a result, your advertising reaches the same men your salesmen must 
see to sell your product. That’s why Mitt & Facrory is the number one 
magazine of its field in a majority of readership surveys... surveys made 
by manufacturers among their own customers and prospects. 


Mills Factory 


a CONOVER-MAST PUBLICATION 





205 EAST 42ND STREET * NEW YORK 17, N.Y. 


REACHES THE MEN. REGARDLESS OF TITLE, YOUR SALESMEN MUST SEE TO SELL YOUR PRODUCT 





